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ABSTRACT
We do not fully understand how culture and value systems influence functional food 
consumption in developing countries. The functional food market is rapidly expanding, 
with manufacturers promoting the perceived health benefits of food products to specific 
consumer groups. Ethnicity, culture and values are sources of market credibility and 
competition in traditional and emerging economies and they heavily influence the 
marketing of functional food. This thesis presents a theory of functional food 
consumption for the multicultural society of Malays, Chinese and Indians in Malaysia. 
The research also explores the possibility of convergence of culturally-based values 
towards functional food within and between the three different ethnic groups.
The research used a mixed method of qualitative data collection and quantitative survey. 
The qualitative research (Study #1) used an ethnoconsumerist methodology to study 
functional food consumption in the given cultures and a means-end chain approach to 
identify the motives and values behind functional food consumption. A substantive 
theory of functional food consumption for multicultural society was developed based on 
a constant comparative data analysis. Six propositions and associated sub-propositions 
were developed to move from substantive theory to formal theory. The quantitative 
study (Study #2) tested the research propositions. Data was collected from 200 
respondents from each of the three Malaysian ethnic groups via a self-administered 
survey.
The propositions and sub-propositions were formed into a model of functional food 
consumption which was tested using structural equation modelling techniques. Overall, 
the results support the research propositions, including a model of functional food 
consumption which is applicable to multicultural societies like Malaysia. The functional 
food consumption model consists of five salient dimensions: cultural values, 
knowledge, health factors, value negotiation (convenience) and personal values (life 
accomplishment and compassion). These dimensions directly and indirectly contribute 
to the consumption of functional food. Cross-cultural analysis shows that the model is 
best fitted to the Malay ethnic group and moderately fitted to the Chinese and Indian 
ethnic groups. The model and findings offer a new perspective on functional food 
consumption in a developing multicultural society.
The main contribution of this thesis is a functional food consumption model which has 
been successfully applied in a multicultural society. The model developed in this thesis 
contributes to the literature by improving our understanding of consumer motives in 
developing multicultural societies. This thesis also has practical implications for 
governments, industrial food manufacturers and marketers. The thesis suggests a 
strategy for increasing the penetration of functional food across different cultures and 
ethnic groups in Malaysia based on cooperation between food producers and 
governments. This strategy involves an ethnically-based promotion that attracts 
members of the targeted ethnic group whilst also appealing to consumers from different 
ethnicities.
Any such promotion must be careful to retain the underlying cultural identity of the 
functional food product, and not dilute its traditional meaning by attempting to appeal to 
the wider community. At the same time, marketers can communicate the health benefits 
of functional food to a market beyond a specific ethnic cohort. This strategy assumes 
that the government will provide basic information on the positive health aspects of 
functional food and fill in education and information gaps regarding the universality of 
culturally-specific functional food products. In this way, accurate health promotion 
information will induce behavioural changes which favour the marketing of functional 
foods in multicultural societies like Malaysia.
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11 CHAPTER ONE: OVERVIEW OF THE THESIS
1.1 Introduction
“Let your food be your medicine and your only medicine be your food ” (Hippocrates, 
460-360 BC). This 2,500 year old quote is still relevant, even today (Bender & Bender, 
1997; Hasler, 1998; Lawrence & Germov, 1999). Consumers want foods that help 
prevent and cure diseases, improve their general health and make them feel more 
energetic (Lawrence & Germov, 1999). Consumers around the world are becoming 
more interested in functional food because of the health issues associated with food 
consumption. There is a renewed interest in proactively consuming food to prevent 
disease, improve mental health and enhance quality of life (Ahmad, 1996; Bech-Larsen 
& Grunert, 2003; Hasler, 1998; Milner, 1999; Poulsen, 1999).
1.2 Functional Food
Technically, all foods are functional, as they fulfil a basic human need and provide 
nutritive value. However, the term ‘functional food' implies an additional physiological 
benefit beyond meeting basic nutritional needs. Functional food has only recently been 
recognised as a separate category in the food market (Bech-Larsen, Grunert, & Poulsen, 
2001; Poulsen, 1999; Saher, Arvola, Lindeman, & Lahteenmaki, 2004; Tee, 2004); 
nevertheless, it is one of the world's most intensive areas of food product innovation 
(Bistrom & Nordstrom, 2002). The global market for functional food is growing 
rapidly; it was estimated at USD$33 billion in 2000 (Hilliam, 2000; Menrad, 2003) and 
revalued to approximately US$73.5 billion in 2005 (Justfood, 2006). However, the 
exact market size is difficult to estimate because we lack a standard definition of 
functional food (Weststrate, van Poppel, & Verschuren, 2002).
1.2.1 Defining Functional Food
Functional food is generally agreed to be food that provides health benefits beyond 
basic nutritional requirements. However, there is no universally accepted definition of 
functional food; in most countries, researchers and food industry practitioners view 
functional foods differently. The International Food Information Council (IFIC) has 
proposed a simple definition of functional food as any “modified food or food 
ingredient that may provide a health benefit beyond the traditional nutrients it contains"
2(International Food Information Council Foundation, 1998). The American Dietetic 
Association (ADA) has stated that functional foods include “whole foods and fortified, 
enriched, or enhanced foods that have a potentially beneficial effect on health when 
consumed as part of a varied diet on a regular basis, at effective levels” (ADA Report, 
2004: p.817).
According to Bech-Larsen et al. (2001: p.l), functional food is “a concept, which covers 
foods that are enriched with various kinds of (naturally occuring) 
components/substances (e.g., vitamins, minerals or probiotic cultures) or modified in a 
way so that the product provides an additional physiological benefit that may prevent 
disease or promote health.” In the business context, functional food is an emerging 
industry that systematically researches, develops, produces and markets health­
enhancing food products (Heasman & Mellentin, 2000).
To achieve a certain degree of conceptual equivalence, this research defines functional 
food as a category of food that has health-enhancing properties, and which is not drug or 
chemical or vitamin. There is an ancient Chinese proverb saying that “medicine and 
food are isogenic” (Arai, 2002: p .l39). This means that food and medicine have the 
same origin(s) and are both intended to maintain human health; substances in functional 
food can have medicinal value but medicine itself is not a functional food. Medicinal 
products have to be prescribed by physicians, either traditional (unqualified) Malaysian 
medical practitioners like sinsei, bomoh or dukun, or qualified medical practitioners. 
Functional food can be procured like any other food but has health-enhancing 
properties.
1.2.2 Cultural Variation in Functional Food
Foods with functional properties have been an important part of Asian culture for 
centuries, even though the term ‘functional food’ is not commonly used (Tee, 2004); 
‘health food’ is the usual terminology in most Asian countries. Knowledge of functional 
foods is often passed from generation to generation through oral traditions.
The term functional food was first introduced in Japan in the mid-1980s to distinguish 
these products from medicine. In Japan, functional food refers to processed foods 
containing ingredients that aid specific bodily functions, in addition to being nutritious 
(Arai, 2002). Japan is the first and only country with a specific regulatory approval 
process for functional foods (Arai, 2002; Hasler, 1998; Kojima, 1996). FOSHU (Foods 
for Specified Health Use) regulations were introduced in 1991 and are administered by
3the Japanese Ministry of Health and Welfare (Arai, 1996). Currently, Japan has more 
than 100 licensed FOSHU foods products.
In Malaysia, interest in functional foods is gaining momentum and some products and 
processes have been patented and commercialized (Ahmad, 1996). There is an 
increasing array of foods on the Malaysian health food market claiming to boost vitality, 
reverse ageing or cure and prevent specific diseases. Some of these functional foods are 
culturally-based (traditional) and others are modified, fortified or totally new foods 
(modem). The modem functional food products are easier and more convenient to 
consume than traditional functional foods.
For many years, Malaysians have supplemented their diets with naturally occurring 
substances. Malaysia has 8,000 species of flowering plants (Ahmad, 1996) and about 
6,000 of these have medicinal value (Muhamad, 1991). Of these, 1,200 are used in 
traditional medicine. Each of the three ethnic groups in Malaysia (Malay, Chinese and 
Indian) has its own beliefs about food and wellbeing and each has its own popular food 
with functional properties. For example, Malays have used herbs and plant roots from 
the rainforest as traditional dietary supplements for generations (Ahmad, 1996; 
Anonymous, 2005). Some of the popular Malay foods for boosting vitality and 
preventing aging, cancer, diabetes, and hypertension are mengkudu/noni juice (morinda 
citrifolia) (Nandhasri, Pawa, Kaewtubtim et al., 2005; Wang, West, Jensen et al., 2002), 
petai (parkia speciosa) (Wong, Leong, & William Koh, 2006), pegaga (centella 
asiatica) (Mohd Ilham, Mahmud, & Azizol, 1998), and tongkat ali (eurycoma 
longifolia) (Mohd Ilham, Mahmud, & Azizol, 1998).
In Chinese traditions, the foundation of human health is the therapeutic use of food. 
Food and medicine are equally essential in treating and preventing diseases (Weng & 
Chen,(1996). Furthermore, “Chinese medical practitioners consider that food and 
medicine come from the same source, (and) are based on the same basic theories and 
have the same uses” (Weng & Chen, 1996: p. 11). Chinese functional foods that are 
believed to have antioxidant affects and prevent cancer include ginseng (Yi, Yong, & 
Wenkui, 1999), soyabean (Glycine max) (Yi, Yong, & Wenkui, 1999), green tea (Fujiki, 
Suganuma, Okabe, & Komori, 1996), mushrooms (Chang, 1996), hawthorn fruit 
(Crataegus pinnatifida) (Arai, 2002; Yi, Yong, & Wenkui, 1999), and Chinese 
wolfberry (Yi, Yong, & Wenkui, 1999).
4Indians relate health foods to traditional 2,000 year old Ayurvedic practices 
(Alagiakrishnan & Chopra, 2001; The Raj Maharishi Ayur-Veda Health Center, 2004) 
which are ingrained in Indian cooking. For example, turmeric (Curcuma longa), a plant 
native to South India, is a common ingredient in Indian food. Turmeric is believed to 
have phytochemical and antioxidant properties that help suppress multiple myeloma and 
blood cancer (Krishnaswamy, 1996). Other Indian spices and herbs are thought to boost 
energy and provide health benefits.
In Malaysia, food products are controlled under the Malaysian Food Regulations 1985. 
There are no specific regulations for health foods or functional foods (Tee, 2004), 
although a new regulation on nutrition labelling and claims was introduced on March 
31, 2003. The Malaysian government has appointed the Drug Control Authority (DCA) 
and the National Pharmaceutical Control Bureau to formulate a separate regulation for 
dietary supplements (Tee, 2004). They define dietary supplements as “products intended 
to supplement the diet, taken orally in forms such as pills, capsules, tablets, liquids or 
powders and not represented as conventional foods” (Tee, 2004: p.10).
In the Western food market, it is relatively easy to distinguish different types of food 
(see Figure 1-1). However, this is not the case in the Eastern food market. This is 
because Eastern consumers view functional food differently than Western consumers 
(Kojima, 1999). In Eastern societies, functional foods have always been traditionally 
related to health foods (Kojima, 1996). Figure 1-1 shows that previous studies have 
typically positioned functional food using a Western perspective, even though 
functional and health foods overlap in Malaysia.
Figure 1-1: Positioning of Functional Food in the Food Market
Malaysian situation
Nutritious
Food
Normal
food Health
Food Functional
Food Medicine
e.g. Fruit 
juices
e.g. Herbal e.g. High fibre
teas (protein) drinks
e.g. Vitamins and 
minerals
e.g. Vegetables
Source: Adapted and modified from von Alvensleben, (2001)
5We know that functional food is somewhere between normal food and medicine, but it 
is difficult to distinguish functional food and health food, for several reasons. First, 
there is no official definition of functional food. Second, the ethnic groups in Malaysia 
associate functional food with traditional foods and medicines that are believed to 
promote health, and prevent and cure diseases. Finally, traditional functional foods are 
identified as potential food products that have commercial value. In sum, there is an 
urgent need to more systematically define and understand functional foods.
1.3 Motivation and Objectives of the Study
Consumer behaviour patterns around the world are changing dramatically. According to 
Douglas and Craig (1997), changes in political boundaries, spatial configurations of 
consumer markets, socio-cultural forces, regional integration and advances in 
communications technology have broken down the sovereignty of national consumer 
cultures, leading to an increasingly complex global hegemony. Marketers and the mass 
media continually introduce new products, services and ideas into the market; they 
dominate the communications that shape consumer responses. These factors all impact 
the tastes, preferences and information-seeking and purchase behaviours of consumers.
Moreover, current behavioural construct theories are based on United States and 
Western market cultures and it’s time they were re-examined (Albaum & Robert, 1984; 
Douglas & Craig, 1997; Durvasula, Andrews, Lysonski, & Netemeyer, 1993; Hui & 
Triandis, 1985; Lee & Green, 1991; Steenkamp, 2005; Steenkamp & Baumgartner, 
1998; Steenkamp & Burgess, 2002). There is an urgent need to develop theories that are 
relevant to developing multicultural societies such as Malaysia.
Food with functional properties has been associated with Asian cultures and ethnic 
groups for centuries. However, the role of culture and value systems in influencing food 
(with curative properties) consumption is little understood and has largely been 
neglected in academic research on developing countries. Initial studies have established 
that personal values are central to the motivations and determinants of consumer 
attitudes and consumption behaviour (Homer & Kahle, 1988; Scott & Lamont, 1977).
Most of the extant studies on functional food examine the role of functional food in 
developed Western nations. This approach has several limitations. First, these studies 
have been conducted in regions with dominant national cultures that tend towards 
individualism and reject tradition in favour of modem or post-modem consumption 
values (Douglas & Craig, 1997; Finucane & Holup, 2005; Steenkamp & Burgess,
62002). This framework is inappropriate for the many developing countries that are made 
up of significant minority groups (Durvasula, Andrews, Lysonski, & Netemeyer, 1993). 
Second, many developing countries are multicultural, either by quirk of geography or as 
a result of colonialism (Douglas & Craig, 1997; Finucane & Holup, 2005). Societies 
drawn together from multiple cultural groups tend towards group identity collectivism 
and cultural group identity, rather than single dominant nationalistic traits or 
individualized personal values; the latter tend to be characteristics of Western culture. 
Finally, unlike developed Western countries, the value systems of multicultural societies 
are significantly contested, due to high levels of social interaction and social structure 
transformation. This is especially the case in Asian developing countries.
There is also a gap in the literature regarding how culturally-based and individual values 
influence functional food consumption, particularly how consumers from different 
ethnic groups negotiate and manage their values. Further, improvements in economic, 
social-structural and communication systems have made it possible for culturally-based 
values to converge and diverge within and between different ethnic groups. The extant 
literature fails to address the degree and mechanics of this convergence.
This research argues that cultural value systems are beginning to converge in 
multicultural societies as consumers strive to maintain health or prevent disease. Health 
conscious consumers are willing to try a variety of ethnic culturally-based or 
modernized functional food as long as it does not conflict with their own values. Thus, 
the main objective of this study is to construct a substantive theory for functional food 
consumption in the multicultural society of Malays, Chinese and Indians in Malaysia.
The study also addresses several other questions regarding functional food 
consumption, multicultural social influences and cultural convergence, as illustrated in 
Figure 1-2.
Figure 1-2: Research Modelling Process
Traditional 
Functional Food
Convergence of cultural 
values
◄--------------------------------------------------------------------- ►
Value negotiation process
Modernized 
Functional Food
1r
Compare and contrast with Malay, Chinese and Indian ethnic groups
Source: Developed for this thesis
7First, the study seeks to understand how certain culturally-based values influence the 
consumption of functional food. Second, the research explores how consumers in a 
multicultural society negotiate and manage their cultural values when choosing 
functional foods. Third, the study investigates whether culturally-based values converge 
or diverge within and between three different ethnic groups. Finally, the research moves 
from substantive to formal theory by developing a model of functional food 
consumption in multicultural society, based on quantitative survey methods.
Several sub-research questions have been formulated to address the four sub-fields of 
research into multicultural functional food consumption. Table 1-1 shows how the sub­
research questions are addressed by the qualitative (Study #1) and quantitative (Study 
#2) methods.
Table 1-1: Sub-Research Questions and Research Modelling Process
S tu d y  #1: Q u a lita t iv e  M e th o d s: B u ild in g  a S u b s ta n t iv e  T h e o r y  o f  F u n c tio n a l F o o d  
C o n su m p tio n
S u b je c t
1. H o w  a re  p re fe re n c e s  fo r  fu n c tio n a l fo o d  in f lu e n c e d  b y  sp e c if ic  v a lu e s? M a la y
C h in e se
In d ian
2. H o w  d o  th e se  v a lu e s  re f le c t c u ltu ra l ly -b a s e d  v a lu e s ? M a la y
C h in e se
In d ian
3. D o  th e se  v a lu e s  c o n flic t w ith  c u ltu ra l ly -b a s e d  v a lu e s? M a la y
C h in e se
In d ian
4. H o w  d o  c o n su m e rs  m a n a g e  a n d  n e g o tia te  th e ir  v a lu e s? M a la y
C h in e se
In d ian
5. D o es  c u ltu ra l c o n v e rg e n c e  h a p p e n  b e tw e e n  M a la y s , C h in e se  an d  In d ia n s  in 
fu n c tio n a l fo o d  c o n su m p tio n ?
M a la y
C h in e se
In d ian
6. G e n e ra tin g  a  su b s ta n tiv e  th e o ry  fo r fu n c tio n a l fo o d  c o n su m p tio n  in m u ltic u ltu ra l 
so c ie ty .
M u ltic u ltu ra l
so c ie ty
S tu d y  #2: Q u a n t ita t iv e  S u r v e y  M e th o d s : F ro m  a S u b s ta n t iv e  T h e o r y  to  a F o rm a l  
T h e o r y  o f  F u n c tio n a l F o o d  C o n su m p tio n
S u b je c t
7. T o  e m p ir ic a lly  te s t th e  th e o re tic a l m o d e l an d  p ro p o s itio n s  d e v e lo p e d  in S tu d y  # 1 . M u ltic u ltu ra l
so c ie ty
8. T o  m o v e  fro m  a  su b s ta n tiv e  th e o ry  to  a  fo rm a l th e o ry  o f  fu n c tio n a l fo o d  
c o n su m p tio n  in m u ltic u ltu ra l so c ie ty .
M u ltic u ltu ra l
so c ie ty
9. T o  c o n d u c t a c ro s s -c u ltu ra l a n a ly s is  w ith in  an d  b e tw e e n  th e  M a la y , C h in e se  an d  
In d ian  e th n ic  g ro u p s .
M u ltic u ltu ra l
so c ie ty
Source: Developed for this thesis
81.4 Context of Research
This research is conducted in the context of functional food consumption. Functional 
food is used as a medium to explore cultural convergence and value negotiation 
processes because food consumption is strongly influenced by culturally-based values. 
The subject of this research is a developing multicultural society in Malaysia, which 
consists of Malay, Chinese and Indian ethnic groups. These groups were chosen because 
each has its own strong beliefs about food and wellbeing. Malay food and health beliefs 
are influenced by Javanese, Indian, Arabic and local indigenous/aboriginal races. 
Chinese food and health beliefs are derived from the Chinese philosophical and 
religious teachings of Confucianism, Buddhism and Taoism. Indian food beliefs are 
associated with ancient Ayurvedic practices. Therefore, each ethnic group has a 
different conceptualisation of functional food and a different understanding of what it 
means to live healthily
Ethnic marketing is enthusiastically promoted to cross-cultural marketers as the best 
way of understanding consumers (Steenkamp, 2005; Steenkamp & Baumgartner, 1998). 
Ethnicity is seen as crucial for examining and understanding the functioning and 
viability of most contemporary societies, including multicultural societies like Malaysia 
(Abraham, 1999). However, this approach requires a better understanding of each ethnic 
group, and will be discussed in detail in Chapter 3.
1.5 Brief Overview of the Methodology
There are two studies in this research. Study #1 is a qualitative study designed to 
develop a substantive theory of functional food consumption, explore cultural 
convergence and understand value negotiation. Study #1 involved in-depth interviews 
using ethnoconsumerist and means-end chain (MEC) approaches. The ethnoconsumerist 
methodology is used to analyse culturally-based values and to understand functional 
food consumption in participants’ given cultures. The MEC methodology is used to 
identify functional food consumption motives and values. In combination, these two 
approaches enable the researcher to conduct research at the emic-level (within culture). 
This study also examined the cultural convergence and value negotiation process within 
and between the Malay, Chinese and Indian ethnic groups in functional food 
consumption.
9Study #2 involved a quantitative survey method at the etic-level (cross-cultural). The 
objective was to move from a substantive theory to a formal theory of functional food 
consumption. The idea was to empirically test and improve the theory and model 
developed in Study #1. This allowed the researcher to apply the model to a larger 
population for generalization purposes. The survey tool for Study #2 was a self- 
administered questionnaire. Details of each study and the methodologies used are 
discussed in Chapters 4 and 6.
1.6 Thesis Outline
Chapter One provides a brief outline of the major issues. It covers the background, 
motivation, objectives and methods of the study.
Chapter Two critically examines the relevant literature relating to values and culture. It 
describes values, value formation, cultural values and characteristics of culture; it 
examines the issues of food choice and functional food consumption. This chapter 
identifies important gaps in the literature.
Chapter Three continues the literature review, concentrating on the culture and values of 
the three ethnic groups in Malaysia. This chapter also discusses cultural convergence.
Chapter Four provides an overview of the research design for Study #1. It describes the 
research design for both the ethnoconsumerist and means-end chain methodologies.
Chapter Five analyses the data and generates the theory for developing a substantive 
theory of functional food consumption in multicultural society, based on the findings of 
Study #1. The chapter describes the six main propositions emerging from the research.
Chapter Six presents the quantitative methodology of Study #2. It describes and justifies 
the methodology for the study; that is, its research design, sampling methods, survey 
administration, data analysis and statistical techniques.
Chapter Seven presents the quantitative data analysis. This chapter reports the results 
for the six research propositions used to develop the model of functional food 
consumption based on the qualitative findings from Chapter 5. The chapter includes 
detailed descriptions of the data analysis and research propositions.
Chapter Eight is the conclusion of the thesis. This final chapter discusses the main 
findings of the research, including the model developed from the qualitative and 
quantitative results. It presents the contributions of the thesis to theory and practice, 
identifies its limitations and suggests some directions for future research.
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2 CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
The main focus of this chapter is to review the theories and fundamentals of food and 
functional food consumption. It will discuss the theoretical framework of the thesis, 
beginning with basic consumer behaviour theories regarding human and cultural values, 
and progressing into theories of food and functional food consumption. This literature 
review is based on the understanding that functional food consumption is heavily 
influenced by social values, both cultural and personal.
2.2 Consumer Behaviour Theory
This section reviews relevant consumer behaviour theories regarding values and the 
consumption of functional food. Consumer behaviour analysis is a complex, 
multidimensional process (Hawkins, Best, & Coney, 2004). It is an interdisciplinary 
study based on concepts and theories developed by researchers in diverse disciplines, 
such as psychology, sociology, social psychology, cultural anthropology and economics 
(Belch & Belch, 2007; Hawkins, Best, & Coney, 2004; Neal, Quester, & Hawkins, 
2006; Schiffman & Kanuk, 2002; Solomon, 2007).
Studying consumer behaviour is an integral part of successful strategic marketing 
because it enables marketers to better understand and predict how consumers will act 
(Schiffman & Kanuk, 2002). According to the American Marketing Association, 
consumer behaviour is “the dynamic interaction of affect and cognition, behaviour, and 
environmental events by which human beings conduct the exchange aspects of their 
lives.” Consumer behaviour includes all actions consumers take, from the moment they 
attempt to find a product or service to when they eventually dispose of it (Belch & 
Belch, 2007; Schiffman & Kanuk, 2002). Consumer behaviour is concerned not only 
with what consumers buy or don't buy, but also with why, when, where and how they 
perform these actions (Neal, Quester, & Hawkins, 2006; Schiffman & Kanuk, 2002; 
Solomon, 2007).
Most of the behavioural constructs and theories that address consumer decision and 
consumption behaviour were developed for the United States or similar Western
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markets (Douglas & Craig, 1997; Durvasula, Andrews, Lysonski, & Netemeyer, 1993; 
Lee & Green, 1991; Steenkamp & Baumgartner, 1998; Steenkamp & Burgess, 2002). 
Additionally, research focusing Asian countries are done in China (Sun & Wu, 2004; 
Yau, 1994; Ying & Yao, 2006) or Japan (McCreery, 2000) which the countries are seen 
as an ethnically homogeneous nation with mono-cultural environment. This makes the 
behavioural constructs or the theories developed are less applicable and questionable to 
other cultural or multicultural settings. Hence, addressing the cross-national or cross 
cultural applicability of these constructs and theories become increasingly important 
(Albaum & Robert, 1984; Douglas & Craig, 1997; Durvasula, Andrews, Lysonski, & 
Netemeyer, 1993; Lee & Green, 1991; Steenkamp & Baumgartner, 1998; Steenkamp & 
Burgess, 2002). Unfortunately, theories and models that test cross-cultural consumer 
research are rare (Douglas & Craig, 1997; Durvasula, Andrews, Lysonski, & 
Netemeyer, 1993; McCort & Malhotra, 1993), so there is a tendency in international 
marketing research to apply consumer behaviour models developed for American 
consumers to other, often unrelated, countries.
Another problem with many existing consumer behaviour models is that they do not 
account for the existence of consumers with differing value systems based on culture 
and cultural values (Douglas & Craig, 1997; Finucane & Holup, 2005). Many existing 
consumer behaviour theories view cultures as monolithic constructs based at a country 
or national level; they tend to ignore subcultures and multicultural groups within 
national boundaries. This view has changed to some degree, but there is still little 
research into the effect of the multicultural phenomenon on consumer behaviour. Even 
though Malaysia has a national culture, it also has strong and identifiable subcultural 
groups co-existing in close proximity. Therefore, we need to analyse the specific culture 
or subculture to enable marketers to segment the market to address the specific needs, 
motivations, perceptions and attitudes shared by members of the cultural group. In this 
research, the Malaysian cultures studied are Malay, Chinese and Indian. Members of 
each ethnic group possess beliefs, values and customs that set them apart from other 
members of the same society. The characteristics of each ethnic group will be discussed 
in the next chapter.
2.3 Consumer Value System
Consumer values are underpinned by the concepts of human values and value systems. 
The variations in value systems across cultures and boundaries appear to be associated
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with major differences in consumer behaviour (Grunert & Scherhom, 1990; Jackson, 
1973; McCracken, 1989; Tansuhaj, Gentry, John et al., 1991). Therefore, social 
scientists use concepts pertaining to consumer value systems to explain many consumer 
behavioural phenomena (Kamakura & Novak, 1992). The term ‘value' is often used in 
marketing to describe the benefits received by the consumer from an offering (Dann & 
Dann, 2007); however, this thesis uses ‘value’ in terms of consumer values and belief 
systems, rather than benefit from an exchange.
Kahle (1996), described consumer values as the most abstract form of social cognition. 
Understanding consumer belief and value systems helps us comprehend attitudes and 
behaviours (Beatty, Kahle, Homer, & Misra, 1985). Values play a key role in 
establishing and maintaining identity, perception and behaviour and are at the heart of a 
consumer's day-to-day decisions (Beatty, Kahle, Homer, & Misra, 1985). Rokeach 
(1973: p. 24) observes that:
“values are determinant of virtually all kinds of behaviour that could be called 
social behaviour -  social action, attitudes and ideology, evaluations, moral 
judgments and justifications of self and others, comparisons of self with others, 
presentation of self to others, and attempts to influence others” (p. 24).
Consumers develop their values throughout their life experience (Beatty, Kahle, Homer, 
& Misra, 1985; Kahle, 1996; Kamakura & Novak, 1992; Rokeach, 1973; Schwartz, 
1994b). They acquire them through learning experiences and through socialization with 
leaders and dominant groups in society, such as parents, family members, schools and 
mass media (Schwartz, 1994b). Once a value is learned, it becomes part of a consumer 
value system.
Values provide motivational input to the cognitive approach to consumption. Rokeach 
(1973) defined value as:
“an enduring belief that a specific mode of conduct or end-state of existence is 
personally or socially preferable to an opposite or converse mode of conduct or 
end-state of existence” (1973: p.5).
A value system is an enduring organization of beliefs which have been ordered in 
priority relative to other values (Rokeach, 1973). Therefore, consumer values and value 
systems are beliefs about desirable end states and behaviour that transcend specific 
situations, guide action and are ordered by relative importance (Schwartz, 1994a). Each 
individual has his/her own unique way(s) of prioritizing their values, and this order
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reflects their beliefs and their culture. A value system is more abstract than a single 
value, thus it is necessary to know an individual's value system in order to understand 
their behaviour (Kamakura & Novak, 1992). From a consumer behaviour standpoint, it 
is significant that consumer values and value systems differ between generations, 
regions and cultures.
There is a significant difference between a belief and a value. Beliefs consist of the 
statements that reflect a person’s particular knowledge and assessment of some attribute 
(Neal, Quester, & Hawkins, 2006; Schiffman & Kanuk, 2002). Values are: (i) relatively 
fewer in number, (ii) a guide to culturally appropriate behaviour, (iii) relatively difficult 
to change, (iv) not tied to specific situations and (v) widely accepted by the members of 
a society (Schiffman & Kanuk, 2002). Values are recognized in consumer behaviour as 
a powerful force in shaping consumer motivation, lifestyle and product choice 
(McCracken, 1986; Watson, Lysonski, Gillan, & Raymore, 2002). Values are said to be 
goal oriented (Rokeach, 1979; Schwartz, 1994a). Schwartz (1994a) asserted that human 
values are desirable trans-situational goals that vary in importance and serve as guiding 
principles in the life of a person or social entity.
Schwartz and Bilsky outline the five key features of values; they (i) are concepts or 
beliefs, (ii) identify desirable states or behaviours, (iii) transcend specific situations, (iv) 
guide the selection or evaluation of behaviours and events, and (v) are ordered by 
relative importance (1987: p.80). Kaiser (1997) similarly noted that values can act as 
self-organizing principles to guide human thoughts and action and shape individual 
preference and choice. There are various research and measurement models that discuss 
the influence of human values on decision-making (Feather, 1973; Grunert, 1995b; 
Gutman, 1982; Hall, 1965; Homer & Kahle, 1988; Kahle, 1983; Lindberg, Garling, & 
Montgomery, 1989; Rokeach, 1973; Vinson, Scott, & Lamont, 1977). These 
measurement models will be discussed in later sections.
2.3.1 The Role of Culture on Values Formation
Values can help explain differences in behaviour amongst people from different cultures 
(McCort & Malhotra, 1993). Consumer values and value systems are shaped by the 
cultures to which they are exposed. Culturally learned values help consumers to 
rationalize belief, attitude and behaviour (Rokeach, 1973). Thus, values are more stable 
than attitude, within a consumer’s cognitive system (Kamakura & Novak, 1992). 
According to De Mooij (1998), consumer values are located at or near the core of a
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culture, which means that in order to understand a consumer's value system, the 
researcher must first understand the cultural value concepts.
Culture is a complex and difficult concept to pin down and there are currently more than 
200 definitions of culture in the literature (Alarcon, 1995). This section only refers to 
definitions that help us understand the culture and value systems of ethnic groups.
Prior to the 1950s, culture was considered to be part of custom, behaviour patterns and 
habits (Bennett, 1990). This era perceived culture as an ‘idea' or ‘spirit’. In the 1960s, 
cultural studies tended towards ethnographic research, focusing on nationality and the 
ethnicity of minority groups. The objective of this work was usually to understand 
differences in cultural groups (Jackson & Meadows, 1991). Jackson and Meadows 
(1991) noted that the word ‘ethnic’ was associated with skin colour (of the minority 
group, not the dominant culture). This meant that research tended to exclude people 
from the dominant culture and concentrate on the unique subcultures of minority ethnic 
groups. Since then, the research focus has shifted to the social system as a whole, 
observing and acknowledging the complexity of individuals across different cultures 
(Pedersen & Pedersen, 1985; Pedersen, 1988). Factors such as demography, national 
boundaries and economic, political and other social-cultural issues are now emphasized 
to understand culture. In sum, since the 1970s researchers have been using more 
reflective and relevant variables to observe cultures far more deeply than in the past.
One of the early definitions of culture stated that “culture is that complex whole which 
includes knowledge, belief, art, morals, law, customs and any other capabilities and 
habits acquired by man as a member of society” (Tylor, 1871: p.l). Culture is a learned 
system of categories, rules and plans for how people live their life that form a complete 
design for living (Kluckhohn, 1946). In other words, culture provides rational or non- 
rational templates of traditional ideas and value systems that guide people in society 
(Kluckhohn, 1946; Kroeber & Kluckholn, 1952). According to McCort and Malhotra 
(1993), the most frequently used description of culture is “the man-made part of the 
human environment”, as defined by Herskovits (1948: p .l7). This definition was 
operationalized by Triandis (1972) in two layers: the physical, material or concrete 
aspects of culture, such as artefacts; and the subjective culture, which is represented by 
psycho-social responses such as values, attitudes, roles and norms (Triandis, 1972, 
1975).
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Goodenough noted that “a society’s culture consists of whatever it is one has to know or 
believe in order to operate in a manner acceptable to its members. It is the form of 
things that people have in mind, their models for perceiving, relating, and otherwise 
interpreting [material phenomenon]” (1957: p.167). In other words, culture comprises a 
“significant symbol” (Geertz, 1973) which holds people in a group and provides order, 
direction and guidance to members of a society. Culture directs all aspects of problem­
solving and shapes our experiences of life.
The symbolism of a culture defines the realities of its people (McCracken, 1986), hence 
culture is an evolving connected activity, not a thing (Fay, 1996). Culture does not exist 
without society and the terms are often used interchangeably (Fieldhouse, 1986, 1995). 
Wherever exchanges occur among humans, there is the possibility that one culture will 
influence the other (Holliday, Martin Hyde, & Kullman, 2004). Culture is not static and 
is subject to change. Nevertheless, traditional cultural practices reflect the values and 
beliefs of ethnic groups that have accrued over generations. Every social group passes 
certain traditional practices from parent to child.
Fry (1990) states that “social and cultural factors shape the way people make a living, 
the social units in which they live and work and the meanings they assign to their lives” 
(p. 129). Cultural values refer to enduring ideals or belief systems to which a society is 
committed and which are transmitted from one generation to the next. Cultural values 
assume cognitive shape when groups respond to their environment and express their 
responses in a language that communicates the specific values (Schwartz, 1994a).
In the context of contemporary consumer behaviour, culture is defined as the sum of all 
the collective learned beliefs, values and customs which regulate consumer behaviour 
(Schiffman & Kanuk, 2002). Often the value-shaping effect of culture is so ingrained 
that individuals do not notice that it influences their behaviour. McCort and Malhotra 
(1993) argued that consumer behaviour studies should adjust the cognitive definition of 
culture to focus on the definition that is most relevant to consumption. They suggest that 
the definition of culture most relevant to consumer behaviour is that of Goodenough 
(1957) and Rohner (1984):
“Consumer culture is the shared, consumption relevant knowledge system 
necessary to operate in a manner acceptable to one's society. This knowledge 
system, through the formation of culturally learned rules of perception and
16
interpretation, imbues objects and behaviours with meaning for its members” 
(1993: p.97)
This definition emphasizes that culture influences individual cognitive functioning and 
behaviour, not just culture itself.
2.3.1.1 Characteristics of Culture
Culture is the way of life that we share with others in our society or group and that 
differentiates us from people of other societies (Fieldhouse, 1986, 1995; Kluckhohn, 
1946; Neal, Quester, & Hawkins, 2006; Schiffman & Kanuk, 2002). Cultures are very 
diverse, but Foster (1962, p. 12-22) has identified five common cultural characteristics 
that are relevant to consumer behaviour and food consumption.
First, culture is a learned trait, a group phenomenon that can be transmitted from one 
generation to the next. In the absence of socialization, this transmission process would 
cease. Culture is a learned behaviour as part of a social experience that holds together 
the members of a society (McCort & Malhotra, 1993; Neal, Quester, & Hawkins, 2006; 
Schiffman & Kanuk, 2002; Schwartz, 1994a). Children acquire a set of beliefs, values 
and customs from their environment that constitute culture (Schiffman & Kanuk, 2002). 
Culture is acquired and transmitted formally or informally by verbal instruction, non­
verbal cues or personal demonstration (Neal, Quester, & Hawkins, 2006). To illustrate, 
consider the concept of food ideology. Food ideology is a body of belief relating to food 
and its consumption in a given culture or ethnic group (Fieldhouse, 1995). The food 
ideology of each ethnic group represents a collection of learned attitudes and 
behaviours. Each ethnic group has its own way of preparing, serving and consuming 
food based on the cultural experience that individual group members have learned 
throughout their life. The mass media enhances formal learning by reinforcing desired 
modes of behaviour and expectations and amplifies informal learning by providing 
models for behaviour (Schiffman & Kanuk, 2002). Culture is taught from one 
generation to the next; however, the behavioural patterns in culture are not genetically 
or biologically determined. Therefore, culture can be modified and forgotten.
Foster’s (1962) second common cultural characteristic is that “culture is a logically 
integrated, functional, sense-making whole” (p.14). Culture has no unique 
predisposition to biological, psychological or social approaches and reductionism, but is 
a synthetic discipline (Fieldhouse, 1986, 1995; Neal, Quester, & Hawkins, 2006). Foster 
also observes that culture is not an accidental collection of customs or habits practiced
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randomly by consumers: it normally passes from one generation to the next. Certain 
aspects of culture may change at different speeds due to economic developments such 
as modernization and globalisation. For instance, technological change may eventually 
change the patterns of the way we live.
Foster’s (1962) third characteristic is that “all cultures are constantly changing; no 
culture is completely static” (p. 16). This means that one generation’s cultural practices 
are never exactly the same as those of its predecessor, even if the younger generation 
learned their practices from their elders. Culture is dynamic: it gradually and continually 
evolves to meet the changing needs of society’s membership (Fieldhouse, 1995; Foster, 
1962; Schiffman & Kanuk, 2002). Culture preserves traditional beliefs and values but 
must also contain mechanisms for change because learning is an ongoing process. This 
characteristic is also relevant to food consumption and food behaviour. As individuals, 
consumers learn and change throughout their lives. If enough people learn and change 
in a similar manner, the culture will eventually change too. Therefore, food behaviour is 
subject to constant and continuous change, even though it is relatively stable and 
predictable (Fieldhouse, 1986, 1995). The elemental values of food behaviour may 
remain the same, but the manner in which they are practiced changes between 
generations (Bass, Wakefield, & Kolasa, 1979).
The fourth characteristic of culture is that “every culture has a value system” (Foster, 
1962: p.18). Value systems reflect the norms that rule society and a culture contains the 
symbols that are understood by all (or most) members of that group (Neal, Quester, & 
Hawkins, 2006). Cultural values sometimes emphasize specific activities and provide 
guidelines for individual behaviour and socially acceptable interaction. As has been 
discussed previously, one’s group value systems may be rational or non-rational to 
another group. It is the value system that makes each ethnic culture unique and stable 
across time, because values change more slowly than culture (Foster, 1962).
The fifth and final characteristic is that “culture makes possible [the] reasonably 
efficient, largely automatic interaction between individuals that is a prerequisite to 
social life” (Foster, 1962: p. 21). In other words, human beings are not conscious of 
their own culture because cultures are internalized and most of the associated 
behaviours become routine. These routine behaviours are practised unthinkingly, simply 
because individuals understand that this is how things are always done (Gifft, Washbon, 
& Harrison, 1972; Neal, Quester, & Hawkins, 2006). The same principle applies to food 
habits, which are acquired in early life through socialization and quickly become
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ingrained behaviours. Food habits are sometimes so entrenched that people resist 
change until faced with health concerns later in life.
We cannot ignore the effect of culture, value systems and environmental forces on 
dietary behaviour. Food behaviour is defined by culture. If one element of culture is 
modified, then individual food behaviour will also change (Bass, Wakefield, & Kolasa, 
1979). And culture, by its very nature, will inevitably, gradually and continually change, 
regardless of resistance.
2.4 Personal Values Formation
Researchers have long emphasized the importance of personal values in predicting 
consumer behaviour and developing marketing strategies. Collective values that evolve 
and transmit from generation to generation are an important element in consumer 
choice, however, there is a missing link: personal values. Personal values are important 
because they focus on the consumer. Insofar as culture influences value formation, it is 
ultimately the consumer who decides whether to follow, adapt or even reject culturally- 
based values.
According to Yau (1994: p. 49), cultural values differ from personal values because:
“personal values are referred to as the beliefs of individuals in a culture, while 
cultural values refer to normative beliefs which individuals have about how they 
are expected to behave by their culture.”
Yau further points out that cultural values are shared amongst a culture and its 
community. For example, harmony among people and nature is a Chinese cultural 
value, not an individual personal value. However, cultural backgrounds may lead to 
personal value dimensions, which in turn confirm expectations. Variations in personal, 
societal and cultural experiences can not only generate differences between individual 
value systems but also generate differences in the stability of value systems (Rokeach, 
1973).
Personal values have been shown to be the underlying determinant of consumer 
attitudes and consumption behaviour (Homer & Kahle, 1988; Scott & Lamont, 1977). 
Rokeach (1968) asserted that personal values are more useful than attitudes for 
understanding consumer motives and buying behaviour. Understanding values is 
important for market segmentation. Marketing researchers have developed several value 
scales to investigate consumer cultural or personal value systems, such as the Rokeach
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Value Survey (RVS), the Value and Lifestyle Survey (VALS) and the List of Values 
(LOV).
The Rokeach Value Survey (RVS) distinguishes two types of value: instrumental and 
terminal. Instrumental values refer to modes of conduct and behaviour that are seen as 
socially desirable. Terminal values are idealized end states of existence or modes of 
living. The RVS survey has 36 values; it was one of the first systems to measure values 
in marketing (Vinson, Munson, & Nakanahi, 1977).
The Value and Lifestyle Survey (VALS) was introduced in 1978 by Stanford Research 
International to segment American consumers into psyschographical classifications. The 
original instrument was based on Maslow’s hierarchy of needs. VALS has been 
criticized for being too simplistic and general (Blackwell, Miniard, & Engel, 2001; 
Holman, 1984).
The List of Values (LOV) was developed by Kahle (1983) and Veroff, Douvan and 
Kulka (1981) following the approaches of Feather (1975), Maslow (1954) and Rokeach 
(1973). LOV has nine values and is most closely tied to social adaptation theory (Kahle, 
1983, 1984).
2.5 Consumption and Cultural Values Studies
Variations in consumer behaviour between cultures can be explained by the differing 
natures of the value systems to which they adhere (McCort & Malhotra, 1993). Cultural 
values can be used to guide self-presentation (Rokeach, 1973; Smith & Schwartz, 1997; 
Vinson, Scott, & Lamont, 1977), explain patterns of behaviour in consumer studies 
(Beatty, Kahle, Homer, & Misra, 1985; Ford, LaTour, & Henthome, 1995; Green & 
Alden, 1988; Wallendorf & Amould, 1988) and clarify differences in social attitudes 
(Andrews, Lysonski, & Durvasula, 1991). Cultural values serve as the criteria a 
society’s members use to determine appropriate behaviour to guide self-presentation 
and to justify personal choices to others (Rokeach, 1979). Differences in value systems 
between cultures appear to be associated with differences in consumer behaviour.
Researchers have developed many models to gauge consumer values and value systems 
in order to determine their underlying cultural values (Charles & Trompenaars, 1993; 
Hall, 1965; Hofstede, 1980; Kahle, 1983; Kahle & Kennedy, 1989; Kahle & Timmer, 
1983; Kluckhohn & Strodtbeck, 1961; Mitchell, 1983; Rokeach, 1973; Trompenaars & 
Charles, 1998). Table 2-1 summarizes some examples of this work.
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Table 2-1: Measuring Culture and Values
A u th o r C u ltu ra l E le m e n ts /Is s u e s P u rp o se  o f  s tu d y
K lu c k h o h n  &  
S tro d tb e c k  (1 9 6 1 )
R e la tio n  to  n a tu re , re la tio n sh ip  
a m o n g  p e o p le , m o d e  o f  h u m a n  
a c tiv ity , b e l ie f  a b o u t b a s ic  h u m a n  
n a tu re , o r ie n ta tio n  to  t im e  an d  u se  
o f  sp ace .
V a lu e  o r ie n ta tio n  th e o ry . A  c o n c e p tu a l m ap  
w h ic h  tr ie d  to  in c lu d e  th e  c o m p le te  ra n g e  o f  
v a lu e s  in  h u m a n .
H all (1 9 6 5 ) T im e , sp ace , th in g s , fr ie n d sh ip s  
an d  a g re e m e n t.
C u ltu ra l d if fe re n c e  an d  th e  im p a c t on  
in te rp e rso n a l b e h a v io u r .
R o k e a c h  (1 9 7 3 ) R o k e a c h  V a lu e  S u rv e y  (R V S ). M e a s u rin g  v a lu e s  an d  v a lu e  sy s tem s . 
T e rm in a l an d  in s tru m e n ta l v a lu es .
H o fs te d e  (1 9 8 0 ) In d iv id u a lism , p o w e r  d is ta n c e , 
u n c e rta in ty  a v o id a n c e  an d  
m a sc u lin ity .
C u ltu re 's  c o n se q u e n c e s : in te rn a tio n a l 
d if fe re n c e s  in  w o rk -re la te d  v a lu es . H o fs te d e  
c a lle d  o n e  fa c to r  ‘c o lle c tiv is m -in d iv id u a lis m ’ 
a fte r  s tu d y in g  re s p o n se s  fro m  su b je c ts  in 66  
co u n tr ie s .
K a h le  (1 9 8 3 )  
K a h le  &  K e n n e d y  
(1 9 8 9 )
L is t o f  V a lu e s  (L O V ). A  s im p lif ie d  v e rs io n  o f  R V S  fo r 
u n d e rs ta n d in g  c o n su m e rs .
(M itc h e ll, 198 3 ) V a lu e  an d  L ife s ty le  S u rv e y  
(V A L S ).
N in e  life s ty le  se g m e n ts .
C o m b in a tio n  o f  p sy c h o lo g ic a l c h a ra c te r is tic s  
su ch  as p r in c ip le s , s ta tu s  o r  a c tio n ; an d  
re s o u rc e  a c c e ss ib ility  su c h  as tim e , m o n e y  
an d  e ffo rt.
G u tm a n  (1 9 8 2 ) M e a n s -e n d  c h a in  b a se d  on  
c o g n itiv e  s tru c tu re .
B a se d  on  p ro d u c t a ttr ib u te , c o n se q u e n c e  to  
re v e a l life  v a lu es .
T ro m p e n a a rs  &  
C h a rle s  (1 9 9 8 )  
C h a rle s  &  
T ro m p e n a a rs  
(1 9 9 3 )
U n iv e rs a lis m  vs. p a r t ic u la r is m , 
c o lle c tiv is m  vs. in d iv id u a lism , 
sp e c if ic ity  vs. d if fu se n e s s , 
a c h ie v e m e n t vs. a sc r ip tio n , 
o r ie n ta tio n  to w a rd  tim e , in te rn a l 
v s. e x te rn a l c o n tro l.
T h e  sev en  c u ltu re s  o f  c a p ita lism . 
In c o rp o ra tin g  m o re  d im e n s io n s .
S c h w a rtz  &  B ilsk y  
(1 9 8 7 )
S c h w a rtz  (1 9 9 2 )
U n iv e rsa l V a lu e  S tru c tu re . C o m b in a tio n  o f  W e ste rn  an d  n o n -W e s te m  
so u rc e s  to  d e riv e  c u ltu ra l v a lu e  d im e n s io n s  
an d  c o n tro lle d  fo r  m e a n in g  e q u iv a le n c e . 
M e a su re s  o f  u n iv e rsa l v a lu e s  to  a sse ss  
in te rc u ltu ra l se n s itiv ity  in an  in d iv id u a lis t-  
c o lle c tiv is t se ttin g .
M c C ra c k e n  (1 9 8 8 ) C u ltu ra lly -b a se d  sy m b o l. C u ltu re  an d  c o n su m p tio n : n e w  a p p ro a c h e s  to  
th e  sy m b o lic  c h a ra c te r  o f  c o n su m e r g o o d s  an d  
a c tiv it ie s .
The concepts and models summarized in Table 2-1 are used to compare cultural 
differences across regions—they are focused at the etic-level, not the emic-level. The 
models represent or identify the universal values of a given culture and, as such, most of 
these studies examine general values across a region or cultural group without a strong 
underlying theory to explain differences (Watson, Lysonski, Gillan, & Raymore, 2002).
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Most of these cross-cultural studies overlook the differences between various cultures 
within a region.
For example, the RVS and LOV approaches represent consumer values only at the 
individual level. As a result, these methods have long been criticized as ethnocentric 
because they principally represent the United States and other Western culture countries 
(De Mooij, 1998). The VALS is also based on American consumers. The outcomes of 
these three models have been found to differ when tested across countries other than the 
United States (Lowe & Corkindale, 1998). This is because consumers tend to interpret 
the values in the list differently. In other words, the connotative meanings that 
respondents impute for the same values differ, sometimes considerably, thus leading to 
a certain measurement bias that makes cross-cultural comparisons more difficult (Lowe 
& Corkindale, 1998).
Hofstede (1980) developed the first empirically and conceptually based set of value 
dimensions for comparing culture and value systems. These dimensions can be used to 
observe the consumption differences that arise between countries as a result of the 
different cultural values associated with different product categories. Therefore, 
differences in values related to specific consumption activities can be used to investigate 
cultural market segmentation in the global marketplace. Hofstede’s cultural dimensions 
have their limitations (Bond, 1991; Bond & Forgas, 1984; Leung, 1988), including the 
number of different values (Hofstede, 1980; Schwartz, 1994b), the universality of these 
values (Schwartz, 1994b; Shackleton & Ali, 1990) and the reliability of the data itself 
(Schwartz, 1994b). Hofstede's (1980) cross-cultural research does not appear to measure 
basic cultural values, which is the purpose of this study.
Universal cultural values only explain consumer behaviour at the etic-level; they cannot 
be applied to food consumption, which is believed to be directly influenced by culture. 
Nestle (1998) agrees, and posits that most work related to food choice has focused on 
physiological and psychological determinants. Researchers have paid less attention to 
cultural, historical, social and demographic considerations. Extant studies of the 
determinants of food choice have generated disparate data, much of which still requires 
integration and synthesis across various levels. We need a study that deals with the 
distinctions between biological versus social, organism versus population and micro 
versus macro levels of analysis (Nestle, Wing, Birch et al., 1998).
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2.6 Consumer Food Choice Attitude
Values differ across generations, regions and cultures (Vanderveer, Manefee, & 
Sinclair, 2006). It is not surprising that consumers have different perceptions of 
products, depending on which region of the world they live in, because perception are 
shaped by physical stimuli and stimuli's relation to the surrounding field and on 
conditions within the individual (Berelson & Steiner, 1964; Sijtsema, Linnemann, van 
Gaasbeek et ah, 2002). These stimuli consist of local cultures, values, social, economic 
status, life-style and also by other situational factors (Schaffner, Schroder, & Earle, 
1998). Figure 2-1 summarized how different variables influence consumer food buying 
behaviour.
Values determine consumer behaviour and attitude and attitudes influence purchase 
intentions and consumption behaviour. Attitudes are derived from a consumer’s 
experience and understanding of a product. Food products are no exception.
Attitudes are the consumer’s favourable or unfavourable valuations, emotional feelings 
and tendencies towards a product (Hawkins, Best, & Coney, 2004; Schiffman & Kanuk, 
2002). Attitudes are also one of the many psychological influences determining 
individual consumer behaviour. Therefore, understanding the basic principles of 
consumer psychology can help marketers develop an effective marketing strategy to 
eventually change consumer attitudes towards a food product. Figure 2-1 illustrates the 
factors influencing learning, attitude and motive in food buying behaviour.
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Figure 2-1: Psychological Influences on Food Buyer Behaviour
Print media
Influential person’s
Parents
NutritionistsLearning
Teachers
Public relations
Advertising
Knowledge Culture
Social groupsAttitudes ^
Experience
Economic
«Uatii«;
Motives
Food buying situation
Source: Adapted from Schaffner, Schroder, & Earle (1998, p.68)
Attitudes towards food are formed from several sources: direct and indirect information, 
past experience, personal influence and exposure to mass media. Consumers also gain 
knowledge from many sources, such as family, peer groups, education, society, the 
media and advertising. Knowledge acquisition is a lifelong learning process (Schaffner, 
Schroder, & Earle, 1998).
Food has significant societal, historical and religious roles, in addition to nutritional 
value. Consumer food choice is a complex process that includes a multitude of 
influences (Fürst, Connors, Bisogni et al., 1996). Food cultures can be distinguished at 
the micro level (e.g., family) and the macro level (e.g., countries, regions and social 
classes) (Askegaard & Madsen, 1998) and food cultures can inhibit consumer intentions 
towards specific products (Henry, 1976). Food choice can vary greatly with 
demography and health (Blaxter, 1990). Consequently, we need to understand the core 
values of the developing multicultural country, like Malaysia, in order to successfully 
market products in this environment.
Culture is the pervasive foundation that underlies all food choices (Fieldhouse, 1986, 
1995; Nestle, Wing, Birch et al., 1998). Consumers use the rules of their specific
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cultures, subcultures and ethnic groups to determine the acceptable type, amount and 
combination of food (Nestle, Wing, Birch et ah, 1998). According to Yau (1994), 
consumer product choice and preferences for a particular product or brand are generally 
affected by complex social influences. Consumer values reflect social influences and 
environments, influence the needs to be filled through consumption and, thus, drive 
consumption behaviour. Consumer preferences for certain products also change over 
time as consumption situations and environments change (Yau, 1994).
Consumers construct their perceptions, beliefs and attitudes about foods on the basis of 
cultural values, with psychosocial factors shaping their food choices (Nestle, Wing, 
Birch et ah, 1998). Such wider cultural constructions may not be congruent with 
scientific constructions respecting the safety or nutritional value of food. For example, 
public perceptions about the risk of irradiated foods differ from those of food scientists 
and nutritionists, as the public tends to amplify the undesirability of imposed, uncertain, 
technological and uncontrollable risks, and is less concerned about risks over which 
they have choices (Sigman-Grant, 1997).
Food is also purchased on the basis of certain attributes including taste and visual 
appeal, although nutritional and health value is ultimately a crucial aspect of the 
purchase decision (Kahle & Kennedy, 1989). This motive is an internal factor that 
activates and directs behaviour toward some goal (Bovee, 1992). Sensory attitudes and 
motives are easily discovered, although medicinal or health motives are often based on 
deep fears and are more difficult to ascertain. An additional distinction is the 
categorization of what is edible and what is not, from a social point of view (Askegaard 
& Madsen, 1998). The richness of food culture is also enhanced by the relationship 
between food items and consumption situations, the timing of meals and eating 
situations and the associations (Lyman, 1989) and values attached to food.
2.7 Consumption of Functional Food
Food consumption is part of consumer identity, and the process of consumption 
involves tradition, social commitment and health (Fischler, 1988; Ikeda, 1999; 
Lawrence & Germov, 1999). Health is an important motivating factor in determining 
food choice (Lappalainen, Kearney, & Gibney, 1998; Niva & Mäkelä, 2007; Steptoe, 
Pollard, & Wardle, 1995). Levine (1973) defined health as a state of balance between 
input and output of energy in which exists structural, personal and social integrity. As 
consumers become more conscious of the importance of health, they begin to search for
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food that can keep them healthy, prevent diseases and improve their mental state and 
quality of life (Ahmad, 1996; Hasler, 1998; Milner, 1999; Poulsen, 1999).
Consumers no longer view food as merely a means of providing sustenance or 
preventing malnourishment (Hasler, 1996). Indeed, some foods are now viewed as 
“miracle medicine” (Carper, 1993). Functional food is believed to provide diverse 
health benefits beyond basic nutrition (Hilliam, 1996), including prolonging a healthy 
and active life, boosting physical and mental ability and lowering long-term health care 
expenses (Childs & Poryzees, 1997; Diplock, Agget, Ashwell et al., 1999; Lawrence & 
Germov, 1999). As consumers become more interested in healthier lifestyles, more 
functional food brands appear on the market.
Value-related food choice may change over time and vary according to factors like 
gender, social class, age, education and culture (Mennell, Murcott, & Van Otterloo, 
1992). Culturally-derived health beliefs also affect food choices and taboos, and these 
differ from culture to culture. Food consumption patterns are complex phenomena and 
are difficult to control or modify by any single external action (Duff, 1999; Lawrence & 
Germov, 1999). This is because food consumption behaviour is unpredictable and 
inconsistent as physical needs, temporary moods, attitudes, traditions, food supply 
situations, knowledge of nutrients and food ingredients are constantly changing (de 
Heer, 2002).
Research on functional food has previously concentrated on health effects; there has 
been relatively little work on consumer responses to functional food (Saher, Arvola, 
Lindeman, & Lahteenmaki, 2004). Previous research on functional food has focused on 
the following areas: investigating attitudes to specific types of functional food, such as 
fortified, enhanced or modified foods (Niva & Mäkelä, 2007); monitoring consumer 
trends (Sheehy & Morrissey, 1998; Weststrate, van Poppel, & Verschuren, 2002) and 
attitudes (Bech-Larsen & Grunert, 2003; Jonas & Beckmann, 1998; Poulsen, 1999); 
understanding consumer risk perception (Frewer, Scholderer, & Lambert, 2003) and 
trust (Meijboom, 2007); and identifying the consumer segments for functional food 
(Bistrom & Nordstrom, 2002; van Trijp & van der Lans, 2007).
Cross-national studies of Danish, Finnish and American consumers have shown that 
there are differences in consumer attitudes to functional food (Bech-Larsen & Grunert, 
2003; Bech-Larsen, Grunert, & Poulsen, 2001). These cultural differences arise in (i) 
perceptions about wholesome food, quality, health and nutrition (Bech-Larsen, Grunert,
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& Poulsen, 2001; Wansink, 2001); (ii) values pertaining to the relationship between 
man and nature (Bech-Larsen & Grunert, 2003; Bech-Larsen, Grunert, & Poulsen, 
2001); and (iii) consumer knowledge and risk perception (Frewer, Howard, & Shepherd, 
1996; Frewer, Scholderer, & Lambert, 2003; Wansink, 2001).
According to Frewer et al. (1996), there is a widespread assumption that consumers 
accept functional foods because there are concrete, tangible benefits to consuming them. 
However, consumers often have very limited knowledge of functional food (Frewer, 
Scholderer, & Lambert, 2003). For example, a study conducted by Gilbert (1997) 
showed that only 23 percent of consumers in the United States had ‘a lot’ or ‘some’ 
knowledge of the term ‘functional food'. Wansink found similar results when he 
repeated the study in 2001 (22%). However, consumers were tremendously more 
interested in functional food after the researchers provided them with some information 
on the products.
Wansink (2001) shows that consumers analyze information in two stages when deciding 
to make a functional food purchase: (i) they identify the attributes of the food product, 
including label information on health benefits, and (ii) they correlate this information 
with their personal values. This two-phase process shows that consumers should be 
interested in, and willing to, purchase functional food because of its perceived benefits 
(Wansink, 2001).
However, lack of relevant information on functional food mitigates the mental link 
between the product’s attributes and the personal benefits that can be gained from it. 
Jones et al. (2003) identify a number of barriers to the purchase of functional food, 
including the perception that they are an abnormal creation and a lazy, unnatural way to 
healthy living. There are also concerns about taste, price, means of benefit evaluation, 
dosage and manufacturer and marketer intentions. Lack of education, awareness and the 
absence of real health benefits are also deterrents (Jones, Walker, Shim-Prydon et al., 
2003). Last, but not least, some consumers are deterred from purchasing technologically 
fortified food because of a perceived health risk (Frewer, Scholderer, & Lambert, 2003).
Consumer perceptions about food quality are also determined by a strong 
interdependent relationship between taste, convenience, naturalness and health. 
Perceptions of food health qualities are also likely to vary between regions based on 
cultural differences (Bech-Larsen, Grunert & Poulsen, 2001) and there are a number of 
health issues relevant to the functional food debate. For European and United States
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consumers, the most preferred benefit of functional food is preventing cardiovascular 
disease.
2.8 Negotiating Conflicting Values
Functional food was chosen as the main object of this study because its consumption is 
strongly influenced by culture. Studying functional food in the context of a multicultural 
county may provide a useful tool for understanding how consumers from multicultural 
societies undergoing rapid transition manage conflicting values. Conflicting values are 
resolved through a process called value negotiation, but the nature of this process 
remains largely unexplored. This section evaluates the limited research on value 
negotiation.
We have already discussed how important values are to food choices (Harrison, 
Campbell, & Bond, 1982; Krondl & Lau, 1982). Values are internalized as a result of 
cultural, societal and personal experience and research shows that consumers develop 
heuristics to simplify choices as an aid to decision-making. Behavioural research into 
decision-making has shown that consumers use different strategies to accomplish their 
goals (Bettman, Luce, & Payne, 1998; Payne, Bettman, & Johnson, 1992). In complex 
decision-making processes, consumers use simplifying heuristics of the sort described 
by Onken, Hastie and Revelle (1985). They noted that consumers faced with 
increasingly complex decisions tended to adopt simplification strategies.
In the course of everyday life, people do not spend much time consciously thinking 
about their values—until those values are violated (Massop 1994) or they are faced with 
situations that bring their values into conflict. According to Fürst et al. (1996), a central 
component of an individual’s personal value system is the means of determining the 
values salient to a particular situation. In choosing food, personal factors such as 
psychological traits exert themselves throughout the values negotiation process 
(Connors, Bisogni, Sobal, & Devine, 2001; Fürst, Connors, Bisogni et al., 1996). 
Consumers often find reasons to compromise their cultural values during this process 
(Briley, Morris, & Simonson, 2000), such as sensory perceptions, monetary 
considerations, convenience, health, nutritional beliefs and weight control (Connors, 
Bisogni, Sobal, & Devine, 2001; Fürst, Connors, Bisogni et al., 1996; Rappoport, 
Peters, Huff-Corzine, & Downey, 1992).
Consumers negotiate their values in their own way when faced with conflicting 
situations. Connors, Bisogni, Sobal and Devine (2001) outline three main processes in
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values negotiation relevant to personal food systems: (i) “categorizing foods and eating 
situations'’, (i) “prioritization of conflicting food-related values” for a specific eating 
situation, and (iii) “balancing strategies and priorities across eating situations to meet 
salient values” (p. 193). Foods are categorized according to taste, cost, convenience and 
health. In a given eating situation, consumers categorize food according to whether or 
not it fits with the social eating relationship. According to Connors et al. (2001), each 
individual makes a personal decision as to how they categorize food, so each 
categorization system is unique and based on personal values.
After categorizing foods and eating situations, consumers move to the next step: 
prioritizing conflicting values in a particular setting. Connors et al. (2001) observe that 
the outcome of value prioritization varies according to specific eating situations. For 
example, in a time-restrained situation, values like convenience and speed will be given 
highest priority. Other consumers always put health first and are willing to spend extra 
time and money to procure the best and healthiest food. In the final balancing stage, 
consumers collate information about food choice decisions and prior value prioritization 
to manage their personal food system to achieve the best balance of their values 
(Connors, Bisogni, Sobal, & Devine, 2001).
2.9 Knowledge and Sources of Information
Consumers can source information from their external or internal environments 
(Robertson, Zielinski, & Ward, 1984; Sheth, Mittal, & Newman., 1999). Internal 
information search is memory-based and relies on the consumer’s prior experience with 
the product or their previous information search activities (Sheth, Mittal, & Newman., 
1999). Houston and Rothschild (1978) propose that information search and acquisition 
can be an active or passive process, depending of the involvement of the product. In 
other words, not all information searches are active because sometimes consumers 
passively collect information which has no immediate use in a decision-making task 
(Carlson, Walsh, Laczniak, & Grossbart, 1994).
In general, it appears that the type of information sought depends upon what the 
consumer already knows. Information in a marketer-dominated channel stems from 
sales people, packaging and other sources under the control of the marketer. Consumer 
sources include all those interpersonal communications not under the control of the 
marketer. Neutral sources include a portion of the mass media, government reports and 
publications from independent product testing agencies. These groups are not under the
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control of marketers. Table 2-2 categorizes these information sources on two 
dimensions: personal versus non-personal, and marketer-controlled versus non­
marketer-controlled.
Table 2-2: Sources of Consumer Information
P E R S O N A L IM P E R S O N A L
M A R K E T E R
C O N T R O L L E D  S O U R C E S
•  S a lesp erson
•  T elem arketin g
•  C om p an y  sem inar
•  T rade sh o w s
•  T o ll-free  in form ation  lin es
•  A d v ertis in g
•  In -sto re  d isp lays
•  S a les  p rom otions
•  P ack ag in g
N O N -M A R K E T E R  
C O N T R O L L E D  S O U R C E S
•  W ord-of-m outh
•  P ro fess io n a l ad v ice
. . ' . . . .  . . ■: ' .
•  E xp erien ce  from  con su m p tion
. . . . . . .  . .
•  Editorial and n ew s m aterial
•  N eutral sou rces such  as  
con su m er reports and  
m ag a zin es
Sources: Adapted and modified from Robertson, Zielinski, & Ward (1984, p.89)
Information sources (e.g., advertisers, salespersons, or friends) directly influence how 
consumers accept and interpret messages. The credibility and attractiveness of the 
source will determine the effect the source has on consumer behaviour (McGuire, 1985; 
Pompitakpan, 2004; Robertson, Zielinski, & Ward, 1984)
Expertise and trustworthiness are the two characteristics that enable sources to make 
valid statements about a product’s attributes and performance (Hovland, Janis, & 
Kelley, 1953). Highly credible sources can alter persuadability by increasing the 
relevant thinking of a subject's message (Heesacker, Petty, & Cacioppo, 1983; 
Manfredo & Bright, 1991). Trustworthiness is the perception that a source has made a 
valid statement about the product. Consumers frequently question the trustworthiness of 
an advertising claim because of the advertiser’s vested interest in selling the brand. In 
contrast, consumers regard Consumer Reports magazine as a neutral and trustworthy 
source because it has no interest in any brand and does not attempt to change attitudes 
or influence behaviour (Assael, 1998). In addition, consumers are likely to accept the 
product judgements of family and friends, particularly those with specialist knowledge 
of the product category. Studies have also concluded that the greater the perceived 
credibility of the sources, the greater the likelihood that receivers will accept the 
message (Pompitakpan, 2004; Watts & McGuire, 1964; Whittaker & Meade, 1968).
2.10 Conclusion
This chapter presents the theoretical framework of the thesis, beginning with basic 
consumer behaviour theories regarding human and cultural values, and progressing into
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theories of food and functional food consumption. This framework helps us understand 
consumer behaviour by comprehending the similarities and differences across different 
ethnic groups and cultures. When it comes to functional food, there are some relevant 
studies, but most focus on societies with a dominant culture, particularly the United 
States and certain European countries. The United States has a predominantly Anglo- 
Saxon culture; its subcultures remain on the periphery. This monocultural scenario is 
not relevant to countries like Malaysia, which has no single dominant culture. In 
Malaysia, consumers can be clearly slotted into separate compartments according to 
their specific ethnic group. One cannot simply study the majority of inhabitants—the 
Malays—and then generalize the findings to other Malaysian cultural groups.
The main thrust of this chapter has been to demonstrate that values are a significant 
factor in explaining the consumption of both traditional food and new functional food 
products. Consumer behaviour theory tells us that the power of cultural values is 
moderated by individual values, and that the sum of these values is determined by the 
process of value negotiation.
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3 CHAPTER THREE: MALAYSIAN CULTURAL BACKGROUND
3.1 Introduction
This chapter focuses on the ethnicity and cultural values of Malaysian consumers. It 
briefly describes the cultural frameworks of the three Malaysian ethnic groups 
examined in the thesis. There is no dominant culture in Malaysia and each of the three 
main ethnic groups has their own separate way of life. However, the values of these 
ethnic groups have converged somewhat, due to their proximity to each other. This has 
affected functional food consumption.
3.2 Ethnic Groups of Malaysia
Ethnicity is crucial to examining and understanding the functioning and viability of 
most contemporary multicultural societies like Malaysia (Abraham, 1999). Ethnicity 
refers to “people who perceive themselves as constituting a community because of 
common culture, ancestry, language, history, religion, or customs” (Ringgin, 1992: p.l). 
Evidence shows that the most widely accepted constructs of ethnic identity are 
language, friendship networks, religious affiliation, participation in clubs and 
organizations, endogamy, food preference and traditional celebrations (Driedger, 1975; 
Phinney, 1990; Rosenthal & Feldman, 1992). Ethnicities are also distinguished by 
culture and values; in Malaysia, these constructs are particularly relevant. Malaysian 
consumers almost always interact and conduct business with their own group, preferring 
to speak their own language and identifying themselves by ethnicity rather than 
nationality (Abraham, 1999; Fumival, 1948).
The three main ethnic groups in Peninsular Malaysia are Malay, Chinese and Indian. 
The Malay (Bumiputera) constitute 65.1 percent of the population, the Chinese 26.0 
percent, and the Indians 7.7 percent, according to the 2000 Malaysia Population and 
Housing Census (Department Of Statistics Malaysia, 2000). There are also several 
indigenous Orang Asli tribes—original people—who live in rural areas and in the 
forests of Peninsular Malaysia, and in Borneo. These tribes are not included in this 
study because of their limited consumer role.
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3.2.1 Malay Ethnic Group
The Malays originated in different parts of Peninsula Malaysia and archipelagic 
Southeast Asia. This ethnic group has been resident in Malaysia the longest of the three 
main groups and they are known as bumiputera, meaning ‘sons of the soil'. The Malays 
receive more privileges from the government than the Chinese and Indian ethnic groups 
that arrived in the country during the period of British rule. The Malays constitute just 
over one half of the nation’s population and are the dominant ethnic group of the 
country, both culturally and politically. To be considered Malay one must be Muslim, 
speak the Malay language and observe and practice the traditions of Malay culture 
(Colonial Office, 1957).
3.2.1.1 Religious Beliefs
Religious faith is one of the most important factors distinguishing Malays from non- 
Malays. Islamic values directly and indirectly influence Malay lifestyle and food 
consumption. Two documents form the basis of Islamic law: the Quran, the revealed 
word of Allah; and the Hadith, a collection of acts and words of the Prophet 
Mohammed s.a.w., compiled after his death.
To a certain extent, Muslims believe that they are what they eat and that the food they 
consume will become their flesh and blood. Hence, Muslims choose their food very 
carefully. The Quran has specific guidelines about how Muslims should choose and 
consume their food. Halal foods are permitted (Berry, 2000; Eliasi & Dwyer, 2002) and 
include most meat and vegetables except for pork and its by products (Berry, 2000). A 
product with Halal certification is deemed to be fit for Muslim consumers. Halal foods 
are visually similar to other foods, but set apart by their nature, processing, ingredients, 
handling and slaughter techniques (Canadian Council of Muslim Theologians, 2007). 
Haram foods are prohibited and include pig meat and pig by-products, animals 
improperly slaughtered or dead before slaughtering, animals killed in the name of 
anyone other than Allah, alcohol and intoxicants, carnivorous animals, birds of prey, 
land animals without external ears, blood and blood by-products, and foods containing 
any of the above. There are also nine levels of food between Halal and Haram, 
including Mafaooh and Mashbooh products (Eliasi & Dwyer, 2002), meaning doubtful 
or questionable. These categories include foods containing ingredients like gelatine, 
enzymes and emulsifiers. The Quran provides Muslims with certain food guidelines,
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but ultimately it is the level of individual piety that guides Muslim consumer behaviour 
in choosing whether to consume a particular food product.
It is important to acknowledge that the concepts of Halal and Haram cover all aspects 
Muslim life, not just food consumption. They are based on the interpretations of the 
Quran and the Hadith made by learned scholars of Islam—the ulamak or ulema. 
However, this thesis focuses on the food-related aspects of Halal and Haram.
3.2.1.2 Malay Tradition and Cultural Values
Islamic values are so ingrained into Malay life that Islamic rituals are part of Malay 
culture. Malays celebrate the two major festivals in the Islamic calendar: Hari Raya 
Aidil Fitri (Eid ul-Fitri), celebrated after one month of fasting in Ramadan, and Hari 
Raya Haji (Ourban), celebrated during the period of the haj pilgrimage. During these 
celebrations, family members gather and prepare traditional Malay dishes like ketupat, 
lemang, rendang, cookies and sweets.
Other important events in Malay custom (e.g., births, weddings) are influenced by 
Hinduism and Buddhism. For example, Malay wedding celebrations incorporate Hindu 
traditions. The bride and groom wear songket (brocades) and jewellery, their hands are 
decorated with henna and they are treated as king and queen for a day. Chinese customs 
are also incorporated in the Malay tradition. For example, Malays have adapted the 
Chinese practice of giving small red packets of money {ang pau) and give green money 
envelopes {green ang pau) to children during the Hari Raya and Aidil Fitri celebrations. 
We find other examples in food preferences: foods like sat ay, nasi lemak, cha kuew 
teow, yong tau fu, bee hun, rojak, roti canai and nasi kandar from the Middle East, 
China and India have all become part of the Malaysian identity.
Islamic values instil in Malays a great respect for elders. Children are taught from a 
young age to address their elders as brother (abang), sister (kakak), aunt (makcik) or 
uncle (pakcik). Superiors and people of higher social standing must be given their full 
title and addressed with humility. Malays greatly value self-respect, politeness, 
sensitivity to feelings and interpersonal relationships. Apologetic and non- 
confrontational behaviour is a symbol of humility to the Malays (Asma, 1992).
3.2.1.3 Malay Food Beliefs and Behaviour
Traditional Malay culinary styles, food beliefs and medicines have been greatly 
influenced by ancient traders from Indonesia, India, the Middle East and China.
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According to Hirschman (1987), there is evidence of extensive contact between the 
Malays, Indians and Chinese lasting more than a thousand years (Lamb, 1964; Purcell, 
1948, 1967). The Straits of Malacca were an early trading route for merchants between 
China, India and Arabia. These merchants not only traded goods, but also exchanged 
cultural values and medical beliefs (Laderman, 1983).
Malays classify food on its internal ‘hotness’, ‘coldness’ and ‘bisa ’ (allergy food)\ 
beliefs that mirror ancient Chinese and Indian traditions. Malay cooking incorporates 
ingredients like lemon grass, pandan (screwpine) leaves and kaffir (lime) leaves. Fresh 
herbs like dann kemangi (a type of basil), daun kesum (polygonum or laksa leaf), 
nutmeg, kunyit (turmeric) and bunga kantan (wild ginger buds) are also used 
extensively in Malay dishes. Traditional spices like cumin and coriander are used in 
conjunction with the Indian and Chinese spices of pepper, cardamom, star anise and 
fenugreek. Most of these herbs and spices are also believed to have some medicinal 
value.
3.2.1.4 Malay Health Beliefs and Practices
Malay health beliefs and practices influenced traditional Chinese and Indian Ayurvedic 
medicine (Laderman, 1983), in the same way that they were influenced by them. Malays 
use plant sources, especially wild plant leaves and roots, in their traditional medicines. 
This knowledge is steeped in tradition and passes orally from one generation to the next 
(Ahmad,(1996)
3.2.2 Chinese in Malaysia
The Chinese first arrived in Malaysia in the 15th century, when the Ming princess Hang 
Li Po and her entourage established a thriving community at Malacca that gave rise to 
the babas and nyonyas of today. The mass immigration of Chinese began in the 19th 
century as labour for British tin mines. Ethnic Chinese constitute about 26.0 percent of 
the total Malaysian population and have managed to preserve a distinct identity and 
culture (Freedman, 2001). Their sub-identities can be differentiated by dialect, 
principally Hokkien, Cantonese and Teochew (Tan, 2000). Most ethnic Chinese are 
multilingual and speak Malay, English and Mandarin, in addition to their native dialect. 
Many Chinese speak and write Malay fluently because that language has been the 
medium of instruction in secondary schools since independence. Despite their Malay 
education, Chinese-Malaysians have distinct accents, diets, mannerisms and lifestyles.
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3.2.2.1 Chinese Religious Beliefs
Religious beliefs and philosophical thinking strongly influence the social life of 
Chinese-Malaysians (Gaw, 1993; Yang, 1961). There are two broad streams to 
traditional Chinese beliefs: the philosophical and religious traditions of the educated 
classes (Hu, 1960) and folk beliefs. In Chinese cosmology, the earth and universe are 
closely related and, apart from a basic moral ethos, Chinese thinking is principally 
concerned with matters of the material world (Franke, 1965).
3.2.2.2 Chinese Traditions and Cultural Values
Despite their minority status, ethnic Chinese in Malaysia still practice the traditional 
culture of mainland China. Chinese New Year is celebrated with large family dinners 
and the giving of ang Pan (a red packet of money) to young family members. Chinese- 
Malaysians also celebrate Moon Cake and Chap Goh Me festivals. Lion and dragon 
dances and lantern parades are a common sight during Chinese celebrations and cultural 
activities. There are a large number of Chinese Christian converts and a few Chinese 
Muslims and Hindus.
Family plays an important role Chinese culture and the Chinese traditionally lived in 
large, extended family homes. As Western attitudes encroach on traditional culture, 
most modem Chinese are less inclined to live with their parents and grandparents.
The legendary Chinese work ethic derives from the Confucian philosophy of doing 
one’s best in one’s station in life (Chong, 2002). Previous studies have shown that 
Chinese culture is collectivist rather than individualistic (Lim, 1998; Lu, Gilmour, & 
Kao, 2001; Markus & Kitayama, 1991). According to Price & Crapo (2002), collectivist 
cultures are more socially oriented, and the individuals within them are less personally 
independent and more considerate of the community as a whole.
3.2.2.3 Chinese Food Beliefs and Behaviour
Chinese food strives for balance. According to traditional Chinese beliefs, most food is 
either yang (hot) or yin (cold) (Ho, 1985). Typical yin foods are vegetables, most fruit 
and clear soup; yang foods are meaty and starchy. To maintain good health, one must 
incorporate both yin and yang food into one’s daily diet. Food, illness and medicine are 
all classified according to their perceived hot or cold effect on the body and the Chinese 
have long-believed that diet influences health and wellbeing.
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3.2.2.4 Chinese Health Beliefs and Practices
The most widely held health belief in Chinese medicine is the yin/yang theory that also 
appears in Chinese cuisine (Ho, 1985). Yin and yang represent the negative and positive 
principles of nature, as well as hotness and coldness. Fundamental to this theory is the 
notion that good eating habits are essential to maintaining good health (Ho, 1985; Weng 
& Chen, 1996). Health is believed to be a balance of positive (yang) and negative (yin) 
energy (chi) in the body, a belief that derives from Traditional Chinese Medicine 
(TCM). An unbalanced diet will cause discomfort and illness; a perfect equilibrium of 
yin and yang is crucial to maintaining harmony and balance. All things, including body 
organs, disease and food are categorized as yin or yang (Chan-Yip & Kirmayer, 1998). 
TCM views the human body as an integrated whole and any medical treatment must be 
considered holistically and based on symptoms and signs (Weng & Chen, (1996). There 
are four parts to TCM nutrition: food as diet, food as tonic, food as medicine and food 
as abstention.
3.2.3 Indians in Malaysia
India is believed to be have been influencing the Malay Peninsula as long ago as the 
sixth to seventh centuries BC (Netto, 1961), but the first Indian trade centres were 
established at Kedah and Perak in the early 4lh century. These early traders came from 
the Pallavas lands along the Caromandel coast. Trade between Malaysia and the area to 
Kedah and Penang is still active today. Indian traders used the Pallava alphabet, wrote 
in Sanskrit and were followers of Brahma, Shiva and Vishnu. In the 4th century, these 
traders left Brahmin sacrificial posts at Kutai in east Borneo, Saiva inscriptions in 
Champa and Cambodia, and Buddhist inscriptions in Kedah and Wellesley province 
(Winstedt, 1935).
There were three distinct migrations of Indians into Malaysia (Netto, 1961). The first 
phase began in antiquity and ended with the Portuguese conquest of Malacca in 1511; 
the second phase ended with the arrival of British in Penang in 1786. The third phase, 
modem Indian immigration, began in 1833 when Indians were brought into the country 
to work at sugar and rubber estates.
3.2.3.1 Indian Religious Beliefs
Approximately 80 percent of Indian immigrants in Malaysia are Hindu (Arasaratnam, 
1970). The basic religious values of Hinduism are sanyas (renunciation), maya
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(illusion) and karma (Sinha, 1988: p. 34). Karma refers to how the actions of past lives 
affect the circumstances into which one is bom and how one lives in the current life..
3.23.2 Indian Traditions and Cultural Values
When Indians came to Malaysia they brought with them the Hindu culture and 
traditions from their homeland. This culture is recognizable by its unique temples, 
delicious cuisine and colourful garments. Hindu tradition remains strong in the Indian 
community of Malaysia and the Indian Hindu community celebrates many religious 
festivals each year, including the major festivals of Deepavali and Thaipusam. Indians 
value the extended family and observe a hierarchically structured society (Chaterjee, 
1987). They are characterized by their loyalty, hard work and egalitarianism and they 
value respect, godliness, belonging, karma and filial piety.
3.2.3.3 Indian Food Beliefs and Behaviour
Indian-Malaysian food beliefs and behaviours are influenced by those of mainland 
India, but some local Malay foods have been incorporated into the cuisine. Indians use a 
great deal of freshly ground spice in their cooking, in many different combinations. 
Some of the most common spices include coriander, turmeric, cumin, chillies, fennel, 
fenugreek, cardamom, clove, cinnamon and star aniseed. Indians also use coconut milk 
and mustard seed in much of their food.
3.23.4 Indian Health Beliefs and Practices
Indians believe in the traditional Indian system of Ayurvedic medicine. Ayurveda is an 
intricate system of healing practices that originated in India thousands of years ago 
(Alagiakrishnan & Chopra, 2001; Bhungalia, Kelly, Keift, & Young, 2004). The term 
Ayurveda consists of two Sanskrit words: ayu, which means life, and veda, meaning 
knowledge. In Ayurveda, health is influenced by the connectedness of the body, mind 
and spirit. Each individual is made up of three doshas: vat a, pitta and kapha and each 
dosha represents a certain bodily activity. In Ayurveda, each individual has a different 
ratio of doshas and these must be understand and balanced in order to achieve good 
health. Ayurvedic practitioners believe that food plays an important role in balancing 
the doshas. Plants are also key Ayurvedic remedy and at least 1,400 plant species are 
used in traditional Ayurvedic medicine (Bhungalia, Kelly, Keift, & Young, 2004).
Table 3-1 summarizes the differences between the three Malaysian ethnic groups.
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Table 3-1: Differences between Malays, Chinese and Indians in Malaysia
C h a ra c te r is tic M a la y C h in e se In d ia n
E th n ic
C o m p o s itio n
6 5 .1 %  o f  to ta l p o p u la tio n 2 6 .0 %  o f  to ta l p o p u la tio n 7 .7 %  o f  to ta l p o p u la tio n
L a n g u a g e M o s tly  b il in g u a l: M a la y M o s tly  tr il in g u a l: M a lay , M o s tly  tr il in g u a l: M a la y ,
an d  E n g lish E n g lish  an d  th e ir  n a tiv e  
d ia le c t (C a n to n e se , 
M a n d a r in , e tc ) .
E n g lish  a n d  T a m il.
R e lig io u s  B e lie fs M u s lim M a in ly  C o n fu c ia n  an d  
T a o is t w ith  a  m in o r i ty  o f  
C h r is tia n s  a n d  M u s lim s .
M a in ly  H in d u  w ith  a  
m in o r i ty  o f  C h ris tia n s  
a n d  M u s lim s .
C u ltu ra l V a lu e s C o lle c tiv is t  ra th e r  th a n C o lle c tiv is t  r a th e r  th an C o lle c tiv is t  r a th e r  th a n
in d iv id u a lis tic . V a lu e in d iv id u a lis tic . H a rd in d iv id u a lis tic . V a lu e
b e lo n g in g , re s p e c t fo r w o rk /d ilig e n c e , fa c e , fe a r  o f  G o d , se n se
e ld e rs , sp ir itu a li ty /fa ith  in p ra g m a tism , p e rs e v e ra n c e , o f  b e lo n g in g ,
G o d , h u m ility , f a c e /s e l f e d u c a tio n , b ro th e rh o o d , fam ily , h a rd
re sp e c t, ta c t / in d ire c tn e s s , w e a lth /p ro sp e r ity , fam ily , w o rk , filia l p ie ty , k a rm a
g e n e ro s ity , s e n s itiv ity  to  
fe e lin g s , p o li te n e s s  a n d  
c lo se  re la tio n sh ip s .
face , h a rm o n y  a n d  r is k ­
ta k in g .
an d  lo y a lty .
C u ltu re  an d C e le b ra te  tw o  m a in C e le b ra te  C h in e se  N e w C e le b ra te  tw o  m a in
T ra d it io n fe s tiv a ls : H a r i  R a y a  A id i l Y e a r  an d  M o o n  C ak e fe s tiv a ls : D e e p a v a l i  an d
F i t r i  an d  H a r i  R a y a  H a ji . fe s tiv a l. T h a ip u s a m .
F o o d  B e lie f  an d F o o d s  a re  c la s s if ie d  as B a se d  o n  y in g -y a n g F o o d s  are  c la s s if ie d  as
B e h a v io u r c o ld , h o t a n d  b isa . th e o ry  (p o s itiv e  an d  
n e g a tiv e  e n e rg y ) .
c o ld  a n d  h o t.
H e a lth  B e lie fs  an d T ra d itio n a l M a la y T ra d itio n a l C h in e se T ra d it io n a l In d ia n
P ra c tic e s m e d ic in e . m e d ic in e . A y u rv e d a .
Source: Developed for the research reported in this thesis
3.3 Cultural Convergence and Malaysian Values
This section examines the convergence of values among consumers of different ethnic 
backgrounds in Malaysia. The suggestion that there exists some cultural convergence or 
commonalities that influence the consumption of functional food is vital to this 
research; as such the issue is examined in depth. The study begins by describing the 
plural society of Malaysia, a country in which there are ambiguities and cleavages 
between subcultures. However, cultural and social change is narrowing the gap between 
ethnic groups, at least so far as the consumption of functional food is concerned. These 
social changes stem from government policies, economic development and increased 
interaction between members of the different ethnic groups. As a result, the values 
surrounding the consumption of functional food are becoming increasingly 
homogeneous. Ultimately, the extent to which cultural convergence homogenizes the 
consumption of functional food is an empirical measure, and this research is primarily 
concerned with gauging it.
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3.3.1 The Plural Society
Malaysia is a plural society and not a melting pot of ethnic groups. Plural society refers 
to a nation with multi-ethnic groups fundamentally different in relatively stable 
coexistence (Barth, 1969; Fumival, 1948; Smith, 1965). According to Furnival (1948), a 
plural society is one in which different racial groups live side by side, but separately, 
within a single political entity. This part of the description fits Malaysia well, but 
Fumival also notes that social interaction in a plural society is incomplete because there 
is competition between the ethnic groups resulting from a lack of common social will. 
Tan (1982) argues that this is not the case in Malaysia; the ethnic groups of Malaysia do 
interact and this interaction is “beyond that which occurs in the market, but such 
interaction is constrained by the pluralistic nature of the society” (Tan, 1982: p. 37).
As a nation, Malaysia is amalgam of three distinct ethnic groups. But, the concept that 
Malays constitute a united race is relatively new, emerging at the grass roots level at the 
end of the Second World War. The idea had an earlier origin during the British 
administration when orientalists used the term ‘Malay’ to describe the natives of British 
Malaya and the Malay Archipelago. However, prior to the Second World War, the 
natives themselves identified far more with their respective states than with Malaysia as 
a whole. This is called semangat kenegerian, or regional affiliation based on the state of 
birth. Semangat kenegerian is reflected in the continued use of regional Malay dialects 
and emphasis on specific regional cultural practices.
Malay regionalism was diminished by the rise of Malay nationalism following the end 
of the Second World War. Following independence, the federal government encouraged 
this nationalism to assert authority over state governments. The dominant party of the 
period, UMNO, virtually guaranteed the emergence of pan-Malaya nationalism, and the 
rise of Islam erased certain specific regional practices that did not adhere to the 
teachings of sharia law. With these developments, Malays can now be said to have a 
single dominant culture, though regional peculiarities exist here and there.
The same can be said of the Chinese and Indian ethnic groups. These terms denote an 
amalgam of various Chinese tribes and Indian cultures and only truly came into use 
through British colonial government records and censuses. At first, these terms were 
used solely for administrative purposes, but they acquired new significance in the days 
leading up to independence because the British required that Malays, Chinese and 
Indians be fairly represented in the new Federation of Malaya.
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These developments encouraged a race consciousness and collective spirit in each of the 
three ethnic groups. Culturally-specific ethnic practices are reinforced by national 
politics, which tends to promote the compartmentalization of Malaysia into the three 
groups. There is a power imbalance in Maylasia today: superior numbers give Malays 
political power, while constitutional provisions support the economic dominance of the 
Chinese. The Indian ethnic group is marginalized and has neither economic nor political 
power.
The culturally unique situation in Malaysia suggests that consumer behaviour and 
consumption models developed for the West may not be applicable. The 
compartmentalization of Malaysians into three ethnic groups cannot be the sole basis of 
an ethnically-based consumer behaviour model, and we cannot ignore recent cultural 
and social changes. These changes have blurred the ethnic boundaries and may make 
the idea of cultural convergence, at least in the consumption of functional food, the key 
to a working behaviour model.
3.3.2 Cultural and Social Change in Malaysia
Social change can cause changes in human or individual value systems. It follows that 
consumer behaviours can change, despite the existence and entrenchment of certain 
cultural values, because of the need to adapt to stressful or threatening conditions 
(LeVine, 1977). According to Roosa, Dumka, Gonzales and Knight (2002), “value 
systems change as ecological niches change (i.e., historical change) and as people move 
into new ecological niches” (p. 3). There is much evidence from previous research 
(Bronfenbrenner, 1986; Hoff-Ginsberg & Tardiff, 1995; Super & Harkness, 1986) to 
suggest that the value system of a given ethnic group can vary because of changes to 
income, occupation, living conditions and length and intensity of exposure to another 
culture. It is clear that many factors drive social change, but this thesis will examine the 
economic and social causes behind social change.
3.3.3 Cultural Convergence
The idea of convergence theory is that the nations of the world become more similar 
because of economic development, modernization and interaction through commerce 
and trade. Much of the similarity is driven by industrialization (Kerr, Dunlop, Harbison, 
& Myers, 1960). This is the view of modernization theory, which argues that, with time 
and economic development, different societies will become more similar to each other 
(Eisenstadt, 1965). This idea is also held by neo-classical ideologues such as Francis 
Fukuyama (1992), who posited the theory that all societies will have a similar economic
ä
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and political system in the long-term. Fukuyama (1992) believes that capitalism and 
liberal democracy are the end states of social systems which have passed through 
similar phases of economic and social development. Similarly, work by authors such as 
Friedman (2006) and Zivko (2006) support the proposition of convergence between 
nation states at the aggregate ‘meta level.’ This occurs, even though market 
segmentation, mass customisation and individualisation are creating increasingly 
fragmented markets. This thesis does not examine the mechanisms of cultural 
convergence; rather, it focuses on how convergence can influence market attitudes to 
traditional and functional foods.
For example, the three different ethnicities in Malaysia should become more similar 
after a period of rapid economic development. However, convergence theory does not 
address the nature and level of this convergence. Consequently the meaning of 
convergence may be contestable and the theory itself does not predict to what extent 
different cultures converge (Inglehart & Baker, 2000). This research avoids this 
controversy by concentrating on one specific feature—the consumption of functional 
food. This chapter describes how culturally-based values and individual personal values 
influence functional food consumption and how these values are negotiated and 
managed by consumers from different ethnic groups.
Mishra (1976) notes that it is difficult to define a broad-gauge theory like convergence. 
If the theory is too broad it will loose its rigour and applicability to specific situations; if 
the theory is too narrow it will loose its explanatory or predictive power in complex 
environments. This critique is aimed at the early studies in convergence that had very 
broad subjects, like a world society (Meyer, Boli, Thomas, & Ramirez, 1997; Peacock, 
Hoover, & Killian, 1988), a world value system (Inglehart & Baker, 2000), changes in 
organizations worldwide (McGaughey & De-Cieri, 1999), and overall industrial 
societies, international economics and geopolitical forces. Convergence theory has been 
heavily criticized for these overly broad applications and it has subsequently been 
modified or rejected by many scholars (Inglehart, 1997; Inglehart & Baker, 2000; 
Welzel, Inglehart, & Kligemann, 2003).
There are two schools of thought on the effect of socioeconomic development and its 
impact on convergence (Inglehart & Baker, 2000). The first argues that ‘modernization’ 
causes values to converge and that ‘modem values’ replace ‘traditional values’ due to 
cultural changes resulting from economic and political change. The second argues that 
‘traditional values’ persist because they are relatively independent of economic
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conditions (DiMaggio, 1994). According to Skinner (1976), a fundamental feature of 
convergence theory is that “modem industrial societies with similar goals exclude 
ideology as a significant mediation variable; thus they are able to predict that all 
industrial societies will converge in terms of social, economic and political structure“’ 
(p. 4). This implies that societies with similar goals will necessarily adopt similar social 
structures. However, Skinner critiqued and rejected convergence theory.
Economic development is associated with major changes in prevailing values and 
beliefs. However, research conducted by Inglehart and Baker (2000) using the World 
Values Survey (WVS) found evidence of both massive cultural change and the 
persistence of distinctive cultural traditions, specifically respecting religion and belief 
systems (N.B.: the WVS includes 65 societies and 75 percent of the world’s 
population). These results indicate that values and culture change with time and mirror 
changes in society’s custom and tradition; but that these changes do not necessarily 
imply cultural convergence (Inglehart & Baker, 2000). Nevertheless, the core concept of 
modernization theory in societal convergence is still valid to a certain extent: 
industrialization produces pervasive social change and cultural consequences because of 
rising education levels and changing gender roles (Eisenstadt, 1965).
Peacock, Hoover and Killian (1988) stated that “convergence is equivalent to reduction 
in inequality” on the one hand and, on the other, that “divergence is an increase in 
inequality” (p.842). These definitions are intended to contextualize inequality between 
nations undergoing international economic development. This research considers 
convergence in terms of functional food consumption and health-related values. The 
argument is that some functional food consumption values are converging into more 
general common values, regardless of ethnicity and traditional values. If that is the case, 
the three different ethnic groups in Malaysia should become more similar after a period 
of rapid economic development.
Health-related values are a good example of convergence. Malay, Chinese and Indian 
consumers have a similar motive for choosing to consume food with curative 
properties—maintaining ideal health and preventing or curing illness. To some extent, 
this shared goal increases the similarity and equality of these consumers. Thus, cultural 
convergence may occur in the consumption of functional food, so that consumers will 
choose health-related foods that are culturally-based, interculturally-based or modem.
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There is evidence in social change studies that differences between societies decrease 
over time (Baum, 1974; Weinberg, 1969). Coughlin (2001) defined convergence theory 
as:
“the hypothesized link between economic development and concomitant 
changes in social organization, particularly work and industrial organization, 
class structure, demographic patterns, characteristics of the family, education 
and the role of government in assuring basic social and economic security” (p.l).
As discussed earlier, modernization theory holds that, with time and economic 
development, different societies will be more similar to each other (Eisenstadt, 1965). 
Convergence happens because, when nations achieve similar levels of economic 
development, they become more alike in terms of social status and life (Coughlin, 
2001).
In addition, convergence may be the result of government policy to promote openness 
between different ethnic groups. Malaysian communities practice an open house policy 
during religious festivals and this is encouraged by the government. Indeed, the political 
elites of state and federal leaders invite everyone, regardless of race and religion, to 
attend their own cultural festivities. Thus, the government sets an example for the rest of 
the population to follow.
Malaysians are free to practice their religions and celebrate their cultural festivals. Most 
festivals, like Hari Raya, Chinese New Year and Deepawali, have been declared 
national public holidays and are promoted by the government through mass media 
communications. During each festival, government-supported or business-sponsored 
advertisements promote understanding and integration between ethnic groups.
3.3.4 Social Interaction in Malaysia
Living in close proximity is an important part of fostering interaction and breaking 
down solitudes between different ethnic groups (Tan, 1982). The Malaysian 
environment fosters strong social interaction in schools, colleges and the workplace. 
New housing estates comprised of Malays, Chinese and Indians are an important way of 
promoting inter-ethnic relationships. Constant interaction ensures more mutual 
understanding and respect. In contrast, a lack of interpersonal interaction tends to 
reinforce stereotypes and hostility at the group level (Tan, 1982).
There are several ways to avoid cultural conflict between ethnic groups with 
incompatible cultural institutions, via mutual understandings and informal rules that
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facilitate interaction. According to Tan (1982), there are three main ways to facilitate 
interaction beyond impersonal commercial encounters. First, members of one ethnic 
group breach their own cultural norms to interact with members of another group. 
Second, members of one ethnic group adopt the cultural practices of another ethnic 
group as the basis of interaction. Third, members of the two ethnic groups do not breach 
their own cultural norms nor adopt the norms of the other. In the latter case, the two 
groups develop mutually acceptable norms for interacting. In Malaysia, the ethnic 
groups interact and enjoy good relationships, usually via the third approach described 
above (Tan, 1092). Malays, Chinese and Indians respect each other’s cultural norms, 
without adopting each other’s cultural practices.
There is no doubt that Malaysia is not a ‘melting pot'; it is more like a ‘salad bowl.’ 
However, this analogy does not hold for Muslim Chinese and Indians. These groups are 
assimilated into Malay culture because they have accepted Islamic values and practices, 
which coincide with the current norm of Malay practices. The term masuk Melayu 
(entering Malay) describes this phenomenon and is often used in a derogatory manner 
by non-Malays to describe Muslim converts who adopt Malay values. One must not 
forget that Malay and Muslim values are not necessarily identical. Nevertheless, being 
Muslim is a prerequisite to being Malay, and Islam plays a significant role in bringing 
together the various ethnic groups in Malaysia.
A study by Chuah (2001) shows that acculturation, integration and assimilation of 
Chinese Muslims into Malay practices generally occurs after the converts have 
embraced Islam, but the degree of acculturation depends on the environmental 
influences of the place of residency. Acculturation is known to be the acquisition or 
adoption of the host, main, or dominant cultural traits (Gentry, Jun, & Tansuhaj, 1995), 
customs of an alternative society (Seitz, 1998), or a new culture (Andreasen, 1990). 
Chuah (2001) notes that Chinese Muslims in Malaysia are a minority group who may 
accept Malay values because they have been rejected by their own (non-Muslim) 
communities.
3.4 Conclusion
This chapter focused on the unique aspects of Malaysian society and explained the 
issues surrounding the concept of cultural convergence. The main theme is that no 
previous research has attempted a similar study in a multicultural society. To date, 
research has primarily been based on the United States or Europe which have dominant
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cultures that guide interaction nationally. A white Anglo-Saxon culture dominates the 
United States and is the model to which subcultures aspire, possibly because of the 
predominance of white Anglo-Saxons in the political and economic elite of that country. 
A similar situation exists in Europe, where the national culture is influenced by more or 
less homogenous elite that holds economic and political sway.
In Malaysia, matters are different: the identities of the main ethnic groups are a 
relatively recent phenomenon due to the emergence of Malay nationalism and the 
amalgamation of other ethnic groups into Chinese and Indian classifications as part of 
the social contract Britain required before granting independence. Following 
independence, race consciousness evolved along these official lines, but political power 
(the domain of the Malays) remains separated from economic power (the domain of the 
Chinese). In the Malaysian context, the concept of a dominant culture with a single set 
of values desired by the majority is questionable. Explaining consumption behaviour for 
functional food will require a model that reflects delineation along the main ethnic 
groups. However, economic development, government policies and interaction at the 
individual level means that some degree of convergence can be expected. The extent to 
which the consumption of functional food reflects cultural convergence or the 
traditional cultures of the ethnic groups in question remains to be determined.
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4 CHAPTER FOUR: QUALITATIVE RESEARCH DESIGN (STUDY #1)
4.1 Introduction
One of the main challenges of cross-cultural research is to understand the cultural 
differences of each ethnic group. Combining qualitative and quantitative methods may 
help to overcome this challenge. This research is divided into two main studies: Study 
#1 is a qualitative method using ethnoconsumerist and means-end chain (MEC) 
methodologies; Study #2 is a quantitative method using survey data for statistical 
analysis. Figure 4-1 outlines the research design of the thesis.
Figure 4-1: Sequence of Major Research Designs for Study #1
Exploring the research 
issues
Qualitative research 
methods (Exploratory 
Research)
Moving from a substantive 
to formal theory of 
functional food. Testing the 
research propositions.
Formulating a substantive 
theory of functional food 
consumption. 
Developing research 
propositions
PRIMARY FOCUS
Quantitative research 
>  methods (Descriptive 
Research)
RESEARCH DESIGN
Study # 1 
(Chapters 4 
& 5)
STUDY
Study #2 
(Chapters 
6 & 7)
Source: Developed for the research reported in this thesis
This chapter outlines the qualitative methodology used in Study #1 to generate a 
substantive theory of functional food consumption in a multicultural society.
4.2 Research Design for Qualitative Methods 
4.2.1 Qualitative Methods
A qualitative methodology arises from a naturally occurring phenomenological 
paradigm. Qualitative research methods developed significantly after the mid-1980s, 
and are usually applied to research phenomena that are not quantifiable (Morse &
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Richards, 2002). Qualitative methods have been criticized for lacking transparency, 
credibility and rigour. The quality, validity and reliability of the results they generate 
have sometimes been called into question. However, qualitative methods can be 
credible if appropriate steps are taken in the research process (Creswell, 1998).
Qualitative research techniques have strong advantages for intercultural and cross- 
cultural marketing research. They give the researcher a far better insight into the 
phenomena in question than quantitative methods could provide. This study uses in- 
depth interviews with means-end chain and ethnoconsumerist methods to understand 
each ethnic group’s cultural values in consuming functional food. The methodology 
allows us to conduct research at both the emic-level (within culture) and the etic-level 
(cross-cultural), offering a more complete picture of the Malay, Chinese and Indian 
cultures.
Ernie and etic research are the interconnected “two sides of the same coin” (Luna & 
Gupta, 2001: p. 47). Culture is a behavioural framework that is common to a group of 
individuals and defines its uniqueness from other groups. Asma (1996) argues that 
qualitative methods are most appropriate for studying culture at the emic-level because 
this is the only approach that can truly understand the culture of an ethnic group. The 
emic-level researcher strives to understand the issues from the viewpoint of the subjects 
being studied; for example, by seeking out the meaning of objects in the lives of the 
individual. At this level, the researcher tries to understand culture by building a 
complete understanding of each culture through “thick description”, rather than by 
directly comparing two or more cultures (Geertz, 1973). Alternatively, the etic-level 
researcher is generally looking at universal or culture-free theories and concepts. Etic- 
level research is normally used to compare and contrast cultures. The etic-level 
approach tends to look at the surface or conscious level; for example, the observed 
practices shared by members of a culture.
4.2.2 Research Design
A research design is a blueprint for how a research question(s) will be answered. It 
gives a clear idea of what, how, where and when the data will be collected, analysed and 
interpreted. It is crucial to have a clear and well-defined research design. This thesis 
uses Eisenhardt’s (1989) research guideline because it was synthesized from previous 
work on qualitative methods (Miles & Huberman, 1984), case study research design 
(Yin, 1981) and grounded theory-building (Glaser & Strauss, 1967). It is also suitable 
for theory-building research in the field of consumer behaviour. The Eisenhardt (1989)
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design template has eight steps which can be adjusted as needed to suit a specific 
research question and which, for the purposes of this study, has been reduced to seven 
steps (Figure 4-2).
Figure 4-2: Summary of Research Process Design for Study #1
Gaining closure: 
theoretical saturation
1. Getting started: defining 
the research questions
7. Theory writing: shaping 
the propositions and 
model (Chapter 5)
2. Selecting cases: a culti- 
unit -  the Malay, Chinese 
and Indian ethnic groups.
3. Crafting instruments and 
protocol: Ethnoconsumerist 
and MEC methodology
4. Entering the field for 
data collection -  in- 
depth interviews with 
laddering technique
5. Analysing data: constant 
comparative and MEC data 
analysis (Chapter 5)
6. Enfolding literature: 
compare and contrast with 
similar literature and 
emerging theory
Source: Adapted and modified from Eisenhardt (1989, p.533) for the research reported 
in this thesis
Each of the steps can be iterated backwards and forwards. This is important in the 
theory-building process as it ensures the rigour of the findings (Eisenhardt, 1989). The 
research process developed here clearly maps out the steps for systematically building a 
theory of functional food consumption. The process follows this sequence: defining the 
research question, selecting the unit of analysis, creating the method, entering the field, 
collecting and analysing the data, shaping the model, and enfolding the literature.
4.2.2.1 Getting Started
The first step in the theory-building research process is defining the research question. 
A researcher needs a well-defined objective(s) to enable him/her to focus and to collect 
the data systematically (Mintzberg, 1979). Without well-defined research questions or 
objectives, the researcher may be overwhelmed by the volume of data collected in
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qualitative research (Eisenhardt, 1989). Study #1 is designed to generate a substantive 
theory of functional food consumption in a multicultural society. In the process of 
building this theory, the research aims to understand how consumption of functional 
foods is influenced by specific culturally-based values. In addition, the study will 
explore how consumers negotiate conflicting cultural values during functional food 
consumption, and how they demonstrate cultural value convergence throughout the 
value negotiation process. These objectives are addressed by the sub-research questions 
in Table 1-1.
4.2.2.2 Selecting the Case - Culti-Unit as a Unit of Analysis
The second step in research design is to identify and define the relevant unit of analysis. 
Douglas and Craig (1997) propose ‘the culti-unif as a unit of analysis that addresses the 
changing dynamics of consumption behaviour in cross-cultural research. A culti-unit 
can represent ethnic, demographic or socioeconomic boundaries, or even specific 
interest groups (Douglas & Craig, 1997). These boundaries provide a common set of 
values and ideas shared by the group. The culti-unit is based on the Naroll (1970) 
concept of the ‘cultunif as a basic, cultural-bearing unit for anthropological cross- 
cultural study. A culti-unit is a group of people who speak the same language or dialect, 
have a high level of interaction and live close together (Naroll, 1970). The culti-unit for 
this research is the Malay, Chinese, and Indian ethnic groups. The important point is 
that the members of each ethnic group represent a relatively homogenous entity. They 
have an enduring cultural identity with a core of shared myths, memories, values and 
symbols.
4.2.2.3 Crafting Instruments and Protocols
The third step of the research design process is developing the analytical instruments 
and protocols. The most appropriate method for any given study will depend on the 
purpose of the evaluation and the material, time and resources available (Kvale, 1996). 
Some methods attempt to be more objective, while others depend on the subjective 
judgments and insights of the researcher. Qualitative researchers are concerned with 
accurately describing, decoding and interpreting the meanings of phenomena occurring 
in their normal social contexts (Fryer, 1991).
Qualitative methods are increasingly used to examine food and eating (Achterberg, 
1988; Beardsworth & Keil, 1993), and several studies have established the reliability 
and validity of qualitative work in this field (Miles & Huberman, 1994). External
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validation is more difficult in functional food studies because of the scarcity of a priori 
knowledge (Poulsen, 1999). This is why functional foods studies must employ more 
than one method, so that the researcher can compare the results of the different methods.
There are two phases in Study #1. The objective of the first phase is to identify 
consumer values in functional food consumption in three different cultures. The 
ethnoconsumerist and means-end chain (MEC) methodologies were adopted to achieve 
this objective. Ethnoconsumerism was introduced by Venkatesh (1995) to analyse 
consumption in a given culture. This methodology can be used to identify both cultural 
values and consumer values, especially personal values. With these methodologies, we 
can compare personal values to the culturally-based values of the Malay, Chinese and 
Indian ethnic groups and examine if there is cultural convergence within and between 
the ethnic groups in functional food consumption. The following sections outline the 
details of each approach.
4.2.2.3.1 Ethnoconsumerist Methodology
The objective of Study #1 is to generate a functional food consumption theory for the 
Malay, Chinese and Indian ethnic groups. This is done by developing an in-depth 
understanding of cross-cultural consumer experiences in a given culture from their 
viewpoint, rather than by looking at general or universal categories of behaviour. To do 
so, this study uses a framework that enables ethnoconsumerist analysis. This 
methodology allows us to study cultural phenomena and formulate a theory of 
functional food consumption in multicultural societies.
Venkatesh (1995) offers one of the most relevant and coherent suggestions on how to 
conduct research in a given culture. The ethnoconsumerism method provides a 
conceptual framework for studying consumer behaviour using theoretical categories 
generated within a given culture that allows for the study of cultural phenomena 
(Meamber & Venkatesh, 2000; Venkatesh, 1995). Ethnoconsumerism is the study of 
consumption behaviour from the cultural perspective of those consumers included in the 
study (Venkatesh, 1995). The object of the study is a cultured individual who identifies 
him or herself “as a cultural being, as a part of the culture, subculture, and other group 
affiliations” (Venkatesh, 1995: p.39). This approach enables researchers to study 
individual cultural value systems, symbolic and belief systems, norms, ritualistic 
practices, individual personality, cognition, behaviour and mental constructs, as well as 
individual everyday practices, in their social system context.
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The approach also enables the researcher to conduct the research at emic-level, rather 
than with an ethnocentric perspective that views other cultures in terms of the 
researcher's own culture. It enables marketing researchers to look from a particular 
cultural Tens’ or point of view to understand consumption from the consumer’s cultural 
viewpoint, rather than imposing a particular perspective on the research. This approach 
also acknowledges that people from different cultures and ethnic backgrounds evaluate 
the world differently. Thus, the researcher will only be able to describe, analyse and 
interpret consumer consumption behaviour through a particular cultural lens.
There are at least four assumptions about culture in ethnoconsumerist research 
(Meamber & Venkatesh, 2000). First, consumer behaviour is embedded in culture. This 
means that each individual’s behaviour reflects their culture. Second, cultural categories 
depend on various aspects of everyday practices, and historical and social life forces. 
Third, cultures are constantly evolving, either because of their internal dynamics or 
external forces. Culture is not static and it is constantly undergoing change. Therefore 
the categories that constitute culture are also changing. Fourth, visual and textual 
narratives and symbolic forms of culture are useful for understanding consumer 
behaviour. Each culture has its unique traits. Therefore, it is important to recognize the 
many forms of cultural traits in order to deepen our understanding of consumer 
behaviour.
Venkatesh proposes eight basic guidelines for developing an ethnoconsumerist 
understanding of a culture: (1) identify the cultural framework, (2) derive cultural 
categories from the cultural framework, (3) interpret and provide meanings for the 
cultural categories, (4) establish relationships between the cultural categories, (5) 
identify and investigate relevant cultural practices and pertinent socioeconomic trends, 
(6) identify relevant cultural objects and establish meanings, (7) describe the consumer 
environments of interest and associated consumer behaviours, and (8) interpret the 
findings in a way that makes it clear that the researcher’s perspective plays a role in the 
interpretation. The procedure of the ethnoconsumerist methodology outlined in Figure 
4-3 is similar to the one developed by Meamber and Venkatesh in 2000. The details of 
each step are discussed in the data analysis section.
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Figure 4-3: Framework of Ethnoconsumerist Methodology
8. Formulate theory 
of functional food 
consumption
5. Establish relationship 
between cultural 
categories
4. Derive cultural 
categories of functional 
food consumption
2. Data development and textual material based on field and text views
6. Generate 
functional food 
consumption 
oriented meaning
7. Cultural 
understanding of 
functional food 
consumption
la. Text View 
(Secondary data -  cultural 
background materials)
1. Data Collection
la. Field View
(Primary data -  interviews and 
observation)
3. Constant comparative 
data analysis_________
3a. identify relevant 
cultural objects/things
3b. identify relevant 
cultural value practices/ 
experiences
3c. identify relevant
conceptual
schemes/structures
3d. identify relevant social 
histories and memories
Source: Adapted and modified from Meamber & Venkatesh (2000) p. 100 for this 
research
4.2.2.3.2 Constant Comparative Data Analysis
In this study, interview transcripts and field notes are analysed using the constant 
comparative method. This method is based on the classical grounded theory principle 
(Glaser & Strauss, 1967) and is used in ethnoconsumerist research to derive cultural 
categories and categories related to functional food consumption. Glaser and Strauss 
(1967) pointed out four stages in constant comparative data analysis. There are: 
generating categories, integrating categories and their properties, delimiting or 
regrouping the categories and documenting the emerging theory. These stages are 
conducted by merging and linking open coding, theoretical coding, core categories, 
memoing and diagramming.
4.2.23.2.1 Open Coding
Coding is the central method of transforming data into theory. The process involves 
fracturing, conceptualizing and integrating data to form a theory (Strauss & Corbin, 
1998). First-level coding is the first stage in open coding for analysing data. It is done 
by coding each incident (e.g., phrases, words or stories) into as many codes as possible. 
Incidents are defined as ‘text units’, comprising the individual self-contained topics or
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subjects in interviews, phenomena, documents, and so on. Text units are also the 
elements of the case stories themselves; that is, the ‘larger text’ (Lehmann, 2001). The 
goal of coding at this stage is not to produce a count of things, but to fracture the data 
and rearrange it into categories that facilitate the comparison of data within and between 
the categories to help develop theoretical concepts (Glesne & Peshkin, 1992; Miles & 
Huberman, 1984).
First-level coding proliferates the codes and leads to lists of coded concepts contained in 
the data. This is done by line-by-line in vivo coding of data transcripts. Each transcript 
is read and the researcher underlines the key word or key phrases in the informants’ 
own words (Chesler, 1987; Schreiber, 2001). These key words or short phrases are 
examined carefully and coded. Charmaz (1983) noted that codes are shorthand devices 
for labelling, separating, compiling and organising data. This eventually leads to a long 
list of codes.
As the researcher codes the phrases, the next stage is second-level coding. At this level, 
codes are transformed into higher order concepts (Schreiber, 2001; Strauss & Corbin, 
1990). This is done by grouping the same or similar code phrases to create clusters. The 
clusters are then re-examined and collapsed through constant comparative analysis to 
become concepts (Eaves, 2001). These concepts are then labelled as categories. 
According to Glaser and Strauss (1967) the concept is illustrated by conceptual 
categories that are generated from evidence. The original concept itself will not change, 
even though the fundamental supporting facts change.
In the constant comparative technique, incidents are compared with accumulated 
knowledge to develop categories and their properties, and delimit and write the theory 
(Glaser & Strauss, 1967). This is done by integrating incidents into properties. As the 
constant comparisons proceed, the researcher is able to make theoretical sense that will 
merge each comparison (Glaser & Strauss, 1967). Therefore, while coding an incident 
for a category, the researchers compares it with previous incidents in the same and 
different groups that have been coded in the same category throughout the data analysis. 
This technique helps to develop categories and their properties. The memos are 
recorded to capture ideas or any emerging conceptual category and theory.
4.2.23.2.2 Theoretical Coding
Theoretical coding commences after the researcher successfully collapses the first-level 
concepts into categories. Theoretical coding, which is adopted by Glaser and Strauss
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(1967), is used to link the categories around a set of core categories and bring them to 
saturation. The focus of theoretical coding is to examine the relationships between and 
among categories to develop sub-categories that lead to higher levels of theoretical 
concepts which will eventually help to identify the core categories. This is done by 
asking questions about relationships in the data and by comparing the properties and 
categories.
4.2.2.3.23 Selective Coding
Selective coding is the process of choosing one category to be the core and relating all 
other categories to it. According to Charmaz (1983) and Strauss and Corbin (1990), the 
core category is the central theme or story line of the data, around which all the other 
categories can be subsumed. Researchers believe that a core concept always exists, but 
they must remain theoretically sensitive, diligent, and open to messages in the data in 
order to find and develop their core categories (Schreiber, 2001).
4.2.23.2.4 Memoing
Writing theoretical memos is an integral part of the theory-building process. A memo 
can be anything in written form about codes and their relationships that elaborates the 
emerging idea and theory (Glaser, 1978). Memos do not just simply capture ideas but 
help formulate and revise theory during the research process. Memoing also helps to 
keep track of all the categories, properties, hypotheses and generative questions that 
evolve from the analytical process. Diagramming is also a part of writing memos and 
this helps researchers conceptualize emerging theory. It is a useful way of relating 
relationships among factors, categories and their properties.
4.2.23.3 Means-End Chains (MEC) Methodology
Consumers form knowledge structures called means-end chains (MEC) by relating 
product attributes (A) with self-relevant consequences (C) and values (V) (Grunert, 
1995a; Gutman, 1982; Olson, 1989). MEC represents how concrete product attributes 
are linked to self-relevant consequences of consumption and life values in hierarchical 
models of consumer cognitive structures (Costa, 2003; Grunert, 1995a; Gutman, 1982; 
Olson, 1989). The MEC links consumer values with their behaviour and thereby reveals 
how product consumption reflects personal values. The aim is to generate hierarchy 
value maps (HVM) from the consumer’s cognitive structure (Grunert, Grunert, & 
Sorensen, 1995a). Therefore, using the MEC approach in the second phase of Study #1 
helps reveal the personal values of consumers.
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Many studies employing the MEC approach aim to understand consumer perceptions of 
products, and the links between consumers’ self-relevant consequences and personal 
values (Grunert & Grunert, 1995; Reynolds & Gutman, 1988). The MEC methodology 
was chosen for this study because it provides a better understanding of potential 
functional food consumption motives by enabling the researcher to identify the personal 
values and life values of consumers (Costa, 2003; Grunert & Grunert, 1995). According 
to Gutman (1982), the means-end model focuses on the links between attributes, 
consequences and values. In essence, MEC is thought to be able to identify the choice 
criteria used by consumers to evaluate and select among alternative products and 
explain the higher-order reasons leading to the salience of these particular criteria 
(Olson & Reynolds, 2001). Gutman (1982) points out that consumers desire the 
consequences that they want to achieve in a product-use situation, and these 
consequences can be direct, indirect, physiological, psychological or sociological. 
Consumers act in ways to maximize the positive consequences and minimize the 
negative ones.
Reynolds and Gutman (1988) suggest the best way to conduct the MEC approach is by 
using an interview technique called laddering. Laddering is an effective in-depth, one- 
on-one interview technique used to uncover insights and draw implications about the 
means-end assumption. In laddering interviews, the researcher uses a series of directed 
probes which helps consumers translate product attributes into the consequences of 
using the product and finally into meaningful associations with values (Reynolds & 
Gutman, 1988, 2001). The interview starts with asking the question “why is that 
important to you?” The goal is to determine the sets of linkages or associations between 
the key perceptual elements across the range of attributes (A), consequences (C) and 
values (V). These key perceptual elements represent the basis for distinguishing 
between and among products in a given product class (Reynolds & Gutman, 1988, 
2001).
The main concept of laddering is to get respondents to react and respond to their own 
answers to build ladders that link product attributes to their life values. The ladders 
generated from the interviews can be represented in a tree diagram, called a hierarchical 
value map (Reynolds & Gutman, 1988). An example of a basic HVM model is 
represented in Figure 4-4. Laddering helps obtain insights into consumer consumption 
motives for a particular product or products.
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Figure 4-4: The Hierarchical Value Map (HVM)
Consequences of
Functional food ^  consuming functional
attributes food (e.g., benefits)
(A) (C)
Source: Adapted and modified from Reynolds & Gutman, (1988) for this research
4.2.2.4 Entering the Field for Data Collection
The fourth step in qualitative research design resolves the crucial question of how to 
gain access to the field (Flick, 2002). This step is adapted from the Meamber and 
Venkatesh (2000) model shown in Figure 4-3. The researcher must address a number of 
issues in entering the field for data collection, including choosing a site, gaining 
permission, selecting key informants and familiarizing oneself with the setting or 
culture (Bernard, 1994). This thesis investigates the culturally-based values that might 
influence functional food consumption, so the research participants were selected on 
their ethnic backgrounds. The researcher comes from Malaysia, so she was able to 
interview Malaysian consumers in a manner sensitive to their ethnic background. The 
data was collected through an in-depth interview with each participant.
It was a challenge to identify potential and willing participants for this study. The 
researcher used personal contacts to help gain permission to conduct the study in 
communities and cultural societies. These contacts served as gatekeepers to entry. At 
the conclusion of the interview, the participants were requested to refer others who they 
thought would be interested in participating in the study. This technique is known as 
purposive snowball sampling. This technique was chosen to achieve variation among 
participants. For this study, 10-15 participants from each of three different ethnic groups 
were recruited through this method. The study’s objective was to examine cultural 
convergence, so participants were selected from mature, middle-class consumers from 
the different ethnic groups on the assumption that these consumers were most likely to 
have undergone social transformations or faced value changes.
Participants were contacted by phone or email and asked if they were willing to take 
part in the interview. Potential participants were informed about the nature of the 
research (objectives, methods, etc.) prior to the interview. They were informed that the 
research is only for academic purposes and that every attempt would be made to 
guarantee confidentiality. The identity of individual participants was not disclosed in 
any report or publication, or used for the benefit of any other party. The participants’
Values
(the end desired 
achieved) 
(V)
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interview results were labelled (i.e., participant 1 to 40) and names removed from any 
written remarks. Participants were also advised of their right to withdraw from the 
research at any time. Thus, only those who were willing to participate in the research 
were interviewed. To make the participants feel more at ease, they were informed that 
there were no right or wrong answers to the questions. Individuals who agreed to 
participate were invited to sign the consent letter and receive the study information 
sheet (attached in Appendix A and B).
To ensure that the participants’ information was free from other interests, there was no 
monetary payment. However, a small gift (e.g., a key ring or pen) was given in 
appreciation of the participants’ time. Participants were given the names and addresses 
of the researcher, a local contact (in Malaysia), the researcher’s PhD supervisor and the 
Human Ethics Officer of the Australian National University (ANU), in case they wished 
to raise issues or address any unforeseen complications arising from the study. Finally, 
the researcher kept the data confidential, as far as the law allows. The research followed 
the ANU’s guidelines for Human Research Ethics and the clearance protocol number 
for this study is Protocol 2005/07.
4.2.2.4.1 Sample and Data Collection
All types of sampling in qualitative research may be encompassed under the broad term 
‘purposeful sampling’ (Patton, 1990, 2002). This is because the sample size in 
qualitative research is usually much smaller than in quantitative research. The approach 
adopted in this study parallels that of Morse and Richards (2002), who suggest that 
sampling be guided by two principles: a “purposeful'’ setting and study population and 
“theoretical sampling” (p.67). The intention of purposeful sampling is to collect the best 
data possible with an in-depth description of the culture or phenomenon (Speziali & 
Carpenter, 2003). The data collection is also guided by theoretical sampling, which 
means that it is based on theoretically relevant constructs.
This study gathered data with both purposive snowball sampling and theoretical 
sampling. This method was intentionally chosen to select consumers from three ethnic 
groups (Malay, Chinese and Indian) with differing backgrounds (in terms of sex, age, 
education, employment status, experience with functional foods, etc.) until theoretical 
data saturation was achieved.
In theoretical sampling, data collection is guided by an ongoing process of categorizing, 
sampling and interviews which continue until theoretical saturation is achieved (Glaser,
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1978). Theoretical saturation is the point at which incremental learning is minimal 
because the researchers are observing phenomena seen before (Glaser & Strauss, 1967). 
It refers to a situation when no new values, no new themes, or issues arise regarding a 
category of data, and when the categories are well established and validated (Glaser & 
Strauss, 1967). Eisenhardt (1989) described this situation or stage as ‘reaching closure’. 
However in practice, both theoretical saturation and pragmatism dictate when case 
collection ends. Theoretical sampling cannot be planned before embarking on a theory­
building study. Specific sampling decisions evolve during the research process itself 
(Strauss & Corbin, 1990).
The data collection process in this research relies on the interaction between the 
researcher and the study participants. Thus, the data were collected through a 
combination of three methods: (1) in-depth interviews using the laddering technique and 
semi-structured probing questions when necessary (see Appendix C), (2) observation in 
the field and (3) relevant documents as text view materials (secondary data).
4.2.2.4.2 Interviews
Interviews are face-to-face verbal interchanges which occur when a researcher seeks to 
obtain information from a participant (Minichiello, Aroni, Timewell & Alexander, 
1995). The interview normally starts with the assumption that participants are reflective 
and able to describe their experiences verbally. In this study, data were collected using 
in-depth interviews with laddering techniques which require minimal cognitive skills. 
Laddering is a special method of interviewing and analysing that reveals the underlying 
reasons behind consumer purchase decisions (Reynolds & Gutman, 1988). It is a 
qualitative interview method which generates the salient attributes of products and 
infers how these attributes are linked to self-relevant consequences and life values in the 
mind of the consumer (Gutman, 1982). The advantage of laddering, over classical 
qualitative interviewing, is that the information is gathered and presented in a more 
structured way. This study used a soft laddering technique to gather rich and dense 
information. In soft laddering, interviews are conducted in a manner which encourages 
participants to speak naturally and freely. At the same times it increases the 
interviewer’s freedom (Grunert, Grunert, & Sorensen, 1995b), which is important for 
internal validity. In this instance, we conducted in-depth, unstructured interviews to 
elicit the attribute-consequence-value association that consumers hold about functional 
food products. Formal, unstructured interviews usually start with a general question and 
continue interactively, with probing for clarification (Morse & Richards, 2002).
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The objectives of the interview are to: (1) uncover the value chains of consumers, 
cultural categories, and the influence of culture; and (2) learn how consumers manage 
and negotiate their value systems. The estimated time for each interview session was 
about 45 minutes. Participants were interviewed in either Malay or English.
Interview Protocol
1. Approach and greet potential participants. Introduce the researcher.
2. Brief potential participants about the purpose of the study.
3. Consent form: Discuss the matters covered by the consent form, including 
anonymity, confidentiality and release of information. The form also listed 
appropriate contact persons.
4. Inform participants that:
• The purpose of the study is to explore functional food consumption.
• Participation is voluntary.
• The interview will be recorded on audiotape and later transcribed.
• Participation is confidential. Participants will not be identified individually and 
interview transcripts and tapes will be de-identified.
• Feedback on the results of the research will be available
• Details of interview results may be published in academic or professional 
joumals/conferences.
• Data from the interview may be used by other researchers for comparison 
purposes.
• Participants may withdraw from the interview at anytime without giving any 
reasons.
5. Once a participant is briefed, invite questions and then ask them to sign the consent 
letter if they agree to take part in the study.
6. Conduct an intensive 45-60 minute interview in Bahasa Malaysia or English. The 
interview-probing questions are attached in Appendix C.
7. Enter and analyse the data. This was done by the researcher with some help from a 
peer coder to ensure that the researcher’s opinions did not influence her 
interpretation of the results, thereby meeting the research soundness (validity) 
criterion.
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4.2.2.4.3 Observations
Study #1 also collected observational data of the phenomena being explored. As an 
observer, the researcher may be at arms length from the scene or participate and conduct 
informal interviews during field observations (Hutchinson, 1986; Morse & Richards, 
2002). Observations add depth to interview data and provide the internal validity check 
of a second, confirmatory data source (Patton, 2002). Various degrees of participation 
are associated with observations.
Observations are usually recorded as field notes, which include the researcher’s 
interpretations of what is happening (Morse & Richards, 2002). Field notes are often 
memos in a field journal that capture details (Spradley, 1980) that may not initially 
seem important or relevant. But, field notes can be very useful for interpreting results, 
especially when the researcher finds conflicting evidence or is uncertain about why the 
participants responded in the way they did. According to Glesne and Peshkin (1992), 
taking memos can help to develop ideas by getting thoughts down as they occur, no 
matter how preliminary or in whatever form.
4.2.2.4.4 Documentation -  Text View Materials
Documents and texts can also be valuable sources of qualitative data (Miles & 
Huberman, 1994; Venkatesh, 1995). As qualitative researchers, we need to have some a 
priori background about each culti-unit used in the study. The text view materials help 
researchers to identify and understand the historical and socio-cultural themes of the 
culture. This is because text view materials are derived from collecting and analysing 
cultural texts and materials. In this study, the text view data are all the available 
information about Malay, Chinese and Indian cultural values, such as archival 
information and cultural background materials. Text view data comes from the literature 
and other sources, such as artefacts and published or unpublished documents.
Text view materials provide valuable information that may not be available from simply 
interviewing and observing consumers. In addition, text view materials are important 
sources of information to assist in understanding each ethnic group’s culture and their 
cultural values. Text view materials help generate ideas for questions that can be 
pursued through observation and interviewing. The literature review section of this 
thesis summarizes information on each ethnic group background.
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4.2.2.5 Data Handling and Data Analysis
The main objective of data analysis is to bring order, structure and meaning to the 
collected data. Qualitative data analysis is an exciting process: it can be imaginative, 
creative and fascinating; but it can also be messy, ambiguous, and time-consuming 
(Marshall & Rossman, 1990). Data handling and analysis should be done in a sensitive 
manner to identify comprehensive outcomes that make connections and patterns; 
consequently, the theory developed will contribute to a greater understanding of the 
outcomes (Glesne & Peshkin, 1992).
Miles and Huberman (1984, 1994) outlined three basic steps for handling and analysing 
data: data reduction, data display and drawing conclusions. Data reduction organises, 
selects, focuses, simplifies, abstracts and transforms the raw data (Miles & Huberman, 
1984, 1994). All information gathered through interviews, observations (field notes) and 
documents needs to be read and summarized. Here the data sources are combined and 
developed into textual materials. At this stage, the analysis involves assembling data 
into displays such as coding and organising the data into matrices, graphs, charts and 
networks which clarify the main direction for the analysis. The evidence then will help 
the researcher to develop the theory and conclusions.
We began the data analysis for Study #1 by systematically coding concepts at several 
levels, including the raw data as the primary data. Then we proceeded to interpret and 
identify categories (Hutchinson, 1986). We used different approaches to coding to 
maximise the use of data. The details are discussed in the data analysis chapter.
4.2.2.6 Literature Enfolding
The sixth step in the research design is linking results to the literature, a crucial stage in 
theory-building research. This is done by comparing and contrasting the emerging 
theory with the similar existing literature. The purpose of the literature review is to 
determine contiguity of influence by enfolding the literature, thereby creating a 
‘plausible mechanism’ which links constructs to one-another (Eisenhardt, 1989). This 
process, which involves tying the emergent theory to existing literature, will help to 
enhance the internal validity, generalizability and rigour of results (Eisenhardt, 1989).
In the literature enfolding process for this study, the emergent frames or theory were 
systematically compared and contrasted with existing theory and evidence from each 
ethnic group in order to assess how well or poorly they fit the data. In this review, the
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researcher determined what was similar, what was contradictory and why (Eisenhardt, 
1989). This approach enhances confidence in the theory and represents an opportunity 
for deeper insights. Looking at the relevant literature helps corroborate the current study 
with previous work, strengthen the current findings and confirm the reliability of the 
theory developed (Eisenhardt 1989). It also helps to shape and sharpen the proposition 
constructs. This process is crucial in theory-building research.
4.2.2.7 Theory-Writing: Shaping the Propositions and Model
Theory-writing is the last stage in the research design and constant comparative data 
analysis process; however, most of the emerging ideas and theory were already captured 
in memos throughout the research. In the theory-writing stage, the researcher analysed 
and acquired sequences of theoretical codes, memos and emerging theory (Glaser & 
Strauss, 1967). The central idea at this stage was to constantly compare the data with 
emerging theory and literature. This was a highly iterative process that occurred in 
parallel with the literature enfolding process. The hope was that this process would 
eventually create a systematically and analytically developed theory (Strauss & Corbin, 
1998).
The term theory implies a degree of generalisation—the more abstract the theory, the 
more conceptual the concepts, and the more broadly applicable the theory. A theory 
consists of propositions, concepts and assumptions (Blalock, 1969) and can be 
presented in the form of words, diagrams, mathematics and physical objects with 
explanatory and predictive power about the phenomena of interest. In this thesis, the 
phenomenon of study is functional food consumption in a multicultural society. The test 
of the quality of a theory is that it is dense, clear, logical, whole and gives new insight 
into the phenomena of interest (Hutchinson, 1986; May, 1986). A high quality theory 
has several well-developed theoretical constructs, properties and categories that 
integrate systematically into a tight theoretical framework (Hutchinson, 1986; Strauss & 
Corbin, 1990). A theory also has certain dimensions, ordered conceptually (Strauss & 
Corbin, 1990) and clearly stated propositions or hypotheses (May, 1986).
A theory can be descriptive, exploratory and predictive (May, 1986). The constant 
comparative data analysis produces two types of theory; namely, discussional or 
propositional theory (Glaser & Strauss, 1967). These two theories can be at a 
substantive level or a formal level. Substantive theory deals with a limited domain of 
inquiry, such as a specific real-world situation. The generalizability of the substantive
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theory remains unknown until the theory is tested in a new setting, situation and 
population (Glaser & Strauss, 1967; Strauss & Corbin, 1990). On the other hand, formal 
theory generalizes the domain of social science, through socialization or formal 
organisation. Formal theory is believed to be generalizable to a new setting, situation 
and population (Glaser & Strauss, 1967; Strauss & Corbin, 1990). Formal theory can be 
generated from data and from substantive theory (Glaser & Strauss, 1967).
Both formal and substantive theories can be considered “middle-range”; that is, they are 
theories that fall somewhere between “minor working hypotheses” of everyday life and 
all-inclusive “grand-theories” (Glaser & Strauss, 1967, p. 115). Merton (1968) 
introduced the umbrella concept of middle-range theories to describe “intermediate to 
general theories” p.39). These theories are abstract enough to provide some semblance 
of theory, but nevertheless are not social behaviour theories. However, these middle- 
range theories are observable and as such provide an avenue for empirical examinations. 
Middle-range theories deal with delimited aspects of social phenomena. Merton's 
illustrations of middle-range meet Glaser and Strauss’s (1967) definition of substantive 
theories.
4.3 ATLAS.Ti Software Package
Data were analysed using the ATLAS.ti qualitative data analysis software package. 
Although computer programs help analyse qualitative data, most of the effort is the 
researcher’s. The computer does not make conceptual decisions, such as which words or 
themes are important, or which analytical step to take next. The researcher does the 
thinking, judging, deciding and interpreting (Tesch, 1991). The program is used to help 
simplify and accelerate the mechanical aspects of data analysis so the researcher can 
concentrate on the more creative aspects of theory-building.
4.4 Ethical Considerations
All researchers must consider ethical issues before gaining access to the field. The 
ethical goal of this research was to ensure that no one was harmed or suffered adverse 
consequences from the research activities (Emory & Cooper, 1998). This study was 
approved by the Human Research Ethics Committee of the Australian National 
University (Protocol 2005/07). The researcher demonstrated to the Committee that the 
study had no direct or indirect impact on participants. The researcher guaranteed to 
protect participants' privacy and ensure that the study would not harm the participant or 
put them at any risk. Participants received this information in a letter and on the consent
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form when they were first invited to join the study. All participants consented to take 
part in the study prior to the interview session. A copy of the letter and the consent form 
are attached as Appendix A and B.
4.5 Conclusion
The main objective of data analysis is to bring order, structure and meaning to the 
collected data for the qualitative data analysis part of this research. This chapter outlines 
the qualitative methodology used to carry out Study #1. The purpose of Study #1 is to 
generate a substantive theory of functional food consumption in a multicultural society. 
Hence, the research design for this qualitative inquiry consists of seven basic elements 
adopted from Eisenhardf s (1989) guideline, with a few modifications. This chapter has 
discussed the ethnoconsumerist and MEC approach, constant comparative data analysis, 
sampling method, interview technique, data handling and analysis, and ethics. Chapter 5 
describes in detail how the research design was performed.
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5 CHAPTER FIVE: DATA ANALYSIS AND DISCUSSION OF
QUALITATIVE STUDY
GENERATING A SUBSTANTIVE THEORY OF FUNCTIONAL FOOD 
CONSUMPTION IN MULTICULTURAL SOCIETY
5.1 Introduction
The purpose of this chapter is to demonstrate how ethnoconsumerist and means-end 
chain (MEC) approaches were used in generating a substantive theory of functional 
food consumption in a multicultural society. According to Hutchinson (1990), it takes 
an inquiring and analytical mind to generate a substantive theory that is grounded in 
data. This chapter describes how constant comparative data analysis was used to 
develop code phrases, categories, core categories and hierarchical value maps (HVM) to 
produce a functional food consumption model in the given culture. It also discusses how 
the theoretical framework of substantive theory and the research propositions of the 
thesis were developed.
5.2 Pilot Study
The pilot study was conducted using a convenience sample of five Malaysian 
participants living in Canberra. They were interviewed for 30-45 minutes to familiarize 
the researcher with the interview process. The pilot study tested the effectiveness and 
sensitivity of the probing questions and gave the researcher some ideas on how to build 
rapport when using these questions. The interview techniques and probing questions 
were changed accordingly (see Appendix C). Finally, the interviews were transcribed 
and transferred to ATLAS.ti software for analysis.
5.3 Main Study
Between September 2005 and January 2006, intensive fieldwork was conducted in 
Malaysia. Interviews were conducted with participants from the three main ethnic 
groups: Malays, Chinese and Indians. Within each ethnic group, ten to fifteen 
participants were selected for in-depth analysis, using a purposive snowball sampling 
technique. They were chosen on the basis of geographic location, gender, social class, 
age and education level. Participants were recruited by contacting key informants from
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various community groups via personal networks of family, friends and acquaintances. 
All potential participants were contacted and given a brief introduction to the research. 
Appointments were set and interviews conducted.
To enhance the data collection procedures, interviews were audio taped (when 
permitted) and field notes were taken, including handwritten notes, memos and mind 
map illustrations. Interviews were transcribed in their original language, which was 
either Malay or an English/Malay mix, so that the responses could be analysed in their 
original language. This approach retains the real meaning of responses (Barnes, 1996) 
and avoids the errors that creep in when an entire interview is translated. Therefore, 
English translations were only prepared for the portions of the interviews that were 
analysed and representative of the emerging themes in the data.
5.3.1 Constant Comparative Data Analysis
The data relevant to each category was identified and examined using constant 
comparative analysis. This approach was originally developed by Glaser and Strauss 
(1967) for grounded theory methodology. Constant comparative analysis first compares 
data within a single interview, and then between the same cultural ethnic groups. 
Finally, cross-cultural comparisons are undertaken to compare different ethnic groups. 
The researcher kept a reflective journal, using the (Glaser & Strauss, 1967) memoing 
process, so that she could conceptualize ideas about what was happening throughout the 
data collection and data analysis process. These notes included ideas, interpretations of 
what was happening in the data, emerging categories, relationships among categories, 
emerging theory, models and diagrams.
5.3.1.1 Open Coding
Ongoing, computer-aided, line-by-line in vivo coding was done each time the data was 
transcribed, using ATLAS.ti software. This software is a data management system that 
helps manage the many concepts that emerge from a comprehensive data set. In the 
first-level open coding (Glaser & Strauss, 1967; Strauss & Corbin, 1990), all data were 
carefully examined by selecting individual words, phrases or stories that contained a 
single unit of meaning. In vivo codes and code phrases were listed in full and then 
collapsed into groups of similar code phrases.
The code phrases were compared within and between interviews. Similar code phrases 
were grouped and collapsed into conceptual categories or higher level concepts (Glaser 
& Strauss, 1967; Strauss & Corbin, 1990). At this stage, the objective of the analysis is
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to identify relevant cultural objects, cultural practices, experiences, conceptual 
structures, social histories or memories and to identify all other factors that may affect 
functional food consumption in multicultural society. These steps are the third and 
fourth steps in ethnoconsumerist methodology (Venkatesh, 1995). This process leads to 
the development of cultural and other relevant categories for functional food 
consumption.
Tables 5-1 and 5-2 present raw (fieldwork) data extracts. They illustrate how the salient 
concepts for health motives and food beliefs categories were derived by comparing data 
from Malay, Chinese and Indian ethnic groups for functional food consumption.
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Table 5-1 shows that family history and health history are the main health-related 
reasons for seeking out functional food. Participants are frequently searching for food 
that can prevent or cure disease and enhance their state of wellbeing. Health beliefs are 
closely connected to culture; for example, the Chinese participants associated their 
health and wellbeing with Traditional Chinese Medicine. At the same time, most 
participants are willing to accept modem functional foods from other cultures. This is 
not only because they are well-educated and understand the importance of living 
healthily, but because they mix with people from other ethnic groups and share their 
knowledge of the creative properties of certain foods. These participants have no 
problem consuming modem functional food or functional food from other ethnic 
groups, as long as it delivers the desired results. They do not mind if the food is called 
‘traditional’, ‘modernized’, ‘enhanced’, or ‘modified’, as long as it is effective. Personal 
experience of the effectiveness of the food is very important and strongly impacts 
preference formation.
Table 5-2 shows that each ethnic group seems to categorize their food as hot and cold or 
bis a (allergic or airy food). Each culture believes that unbalanced consumption of these 
foods can disharmonize the entire body system. For example, bisa food can cause 
allergic reactions in some individuals. As a result, each individual, family or ethnic 
group has different kinds of food that fall under the bisa food category.
People act upon their food beliefs, especially during illness or other vulnerable times, 
such as post-partum or during menstruation. Despite differeces in individual food 
beliefs, the beliefs about which foods are bisa, hot or cold are fairly standardized within 
a community. Each community food beliefs has its own internal logic. The knowledge 
comes from oral tradition, family history, personal experience, reading and word of 
mouth. Religion also plays an important role in ethnic food beliefs. For example, 
Malays (mostly Muslim) only eat Halal foods and Malaysian Indians (mostly Hindu) 
are prohibited from consuming beef and beef products, except for cow’s milk. But how 
they are eaten and the manner in which they are consumed are up to the individual.
5.3.1.2 Second-Level Coding
After the researcher codes words, phrases and incidents, the next stage is second-level 
coding (Strauss & Corbin, 1990). Second-level coding examines and collapses codes 
into higher-level concepts. The conceptual codes are rearranged into categories that 
facilitate data comparisons and help the researcher develop relationships and ideas
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among codes and categories. Table 5-3 summarizes the 26 conceptual categories that 
were identified in this study. Some of the categories possess characteristics unique to 
each culture. For example, the same food or spices may be prepared and consumed 
differently by Malays, Chinese and Indians.
Table 5-3: List of Conceptual Categories and Their Properties
C a te g o ry P ro p e r tie s
1. H e a lth /w e llb e in g  m o tiv e H e a lth y  life s ty le  
P re v e n tin g  il ln e s s  
T re a tin g  illn e ss  
C u r in g  il ln e s s  
E n h a n c in g  h e a lth  
C a re  fo r  m y  b o d y  
Y o u th fu l
2 . K n o w le d g e O ra l tr a d it io n  
E d u c a tio n
R e a d in g  (n e w sp a p e rs , m a g a z in e s , b o o k s , e tc .)
W o rd  o f  m o u th  
M a ss  m e d ia
A d v e r tis e m e n t ( ra d io , T V , c a ta lo g u e s , p a m p h le ts  an d  d ire c t sa le s)
3. R e lig io n H a la l  (M a la y )
F o rb id d e n  fro m  ta k in g  b e e f  ( In d ia n ) , p o rk  an d  a lc o h o l (M a la y )  
V e g e ta r ia n  (H in d u )
4 . E th n ic  tra d it io n /c u ltu ra l  r itu a l E m b e d d e d  w ith  c u ltu re  
S p e c ia l fo o d  
C u ltu ra l c e le b ra tio n  
T ra d itio n
C o m m o n  fo o d  in  th e  c u ltu re
5. S h a r in g  a n d  in te ra c tio n W o rk p la c e
S c h o o l
N e ig h b o u r
F rie n d s
F e s tiv a l
6. E x p e r ie n c e E ffe c t iv e n e s s  
T e s tim o n y  
E v id e n c e  
S id e  e f fe c t
G o  w e ll w ith  b o d y  sy s te m
7. S o c io e c o n o m ic  c h a n g e M o re  k n o w le d g e a b le  
M o d e m  fa c ili tie s  
E d u c a te d  
N e w  h o u s in g  a re a
In te ra c t m o re  w ith  o th e r  e th n ic  g ro u p s
8. F o o d  b e l i e f B isa  fo o d  
C o ld  fo o d
H o t fo o d  (h e a tin g  e f fe c t to  th e  b o d y )
Y in  a n d  y a n g
A lk a lin e  fo o d
A c id ic  fo o d
A iry  fo o d
9. R e so u rc e s A v a ila b ili ty  o f  th e  fo o d  
E x p e rt o n  h e a lth  fo o d  
T im e  to  p re p a re
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A ffo rd a b ili ty  o f  th e  fo o d  in th e  lo n g -ru n
10. T ra d itio n a l fu n c tio n a l fo o d E a s ie r  to  fin d  
H a rd  to  fin d
T ru s te d  in fo rm a tio n  -  o ra l tra d itio n . 
S e n se  o f  c o n tin u ity  
T a s te  (n ic e /b i tte r)
S m e lly
N u tr i t io n  v a lu e s  
C u ra tiv e  v a lu e s  
P u re  
O rig in a l 
F re sh
C u ltu ra l tr a d it io n  
R e la te d  to  re lig io n  
C o n f id e n c e  
F a m ily  tra d itio n  
M a in ta in  h e a lth  
In n e r  b e a u ty  
A ffo rd a b le  
S a v in g  m o n e y  
F e e lin g  g o o d  
S a tis fa c tio n  
H e a lth y  fo o d  
H e a lth y  life  s ty le
S p e n t q u a lity  t im e  w ith  fa m ily /f r ie n d s  
R e p u ta tio n
11. N e c e ss itie s E sse n tia l fo r  g o o d  h e a lth  
L iv in g  h e a lth ily  
P re v e n t/a v o id  s ic k n e ss
12. R o le s L e a d e r  o f  th e  fa m ily
M o th e r
W ife
D a u g h te r
13. F a m ily  u p b r in g in g F a m ily  tra d it io n  
R e g u la r  m e a l s in c e  sm a ll 
F a m ilia r i ty
14. T a s te T a s te  (n ic e /b i t te r )  
S m e ll
15. Id e n tit ie s S y m b o lic  fo o d  
R e p re se n t c u ltu re  
E m b e d d e d  in  th e  fa m ily
16. M o d e m  fu n c tio n a l fo o d E a s ie r  to  fin d  
T ru s te d  b ra n d  
T a s te
R e a so n a b le  p r ic e  
C u ra tiv e  v a lu e s  
N u tr i t io n  v a lu e s  
N e w  b ra n d  
O p tio n /a lte m a tiv e s  
S av e  c o o k in g  tim e  
C o n v e n ie n c e  
S a tis fa c tio n  
H e a lth y  fo o d  
H y g ie n ic  
C o n f id e n c e  
H e a lth y  life  s ty le  
R e p u ta tio n
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E a sy  to  o b ta in  
G o o d  q u a lity  
In te n s iv e  re se a rc h  
C h e m ic a l 
V a rie ty
17. G e o g ra p h ie  lo c a tio n A c c e s s ib il i ty  o f  th e  fu n c tio n a l fo o d  
A v a ila b ili ty  o f  th e  fu n c tio n a l fo o d  
S w itc h in g  to  m o d e m  fo o d
18. U rb a n iz a tio n M o d e m  in f ra s tru c tu re  
A v a ila b ili ty  o f  w ild  fu n c tio n a l fo o d  
L iv in g  in  th e  c ity
19. In fo rm a tio n -g a th e r in g C o n su lt  d o c to rs
F a m ily  m e m b e rs
F rie n d s
B o o k s
M a g a z in e s
In te rn e t
M a ss  m e d ia
2 0 . E v id e n c e T e s tim o n y  
L o o k  fo r  b e n e fits  
E ffe c tiv e n e s s  
E n d  re s u lts
C o m p a tib i l i ty  w ith  b o d y  sy s te m  
N o  s id e  e ffe c ts  
C e rtif ie d  b y  h e a lth  a u th o r ity  
R e c o m m e n d e d  
C o n f irm a tio n  fro m  o th e rs  
B u y  tr ia l p ro d u c t
2 1 . R e p u ta tio n T ru s t W e s te rn  fo o d
R e p u ta tio n  o f  fu n c tio n a l fo o d  p ro d u c e r  
F a m ilia r  b ra n d
2 2 . M o d e rn iz a t io n A d v a n c e s  in  te c h n o lo g y  
O rg a n ic  fu n c tio n a l fo o d  
G e n e tic a lly  m o d if ie d  fu n c tio n a l fo o d  
F o rt if ie d  fu n c tio n a l fo o d
2 3 . G lo b a liz a tio n W e s te rn  fu n c tio n a l fo o d  
A y u rv e d ic  fu n c tio n a l fo o d  
T ra d itio n a l C h in e se  fo o d  
Ja m u  -  In d o n e s ia n  fu n c tio n a l fo o d
2 4 . P rice T o o  e x p e n s iv e  
A ffo rd a b le  
S av e  m o n e y
2 5 . B ra n d T ru s te d  b ra n d  
R e p u ta tio n  
C o n fid e n c e  
Q u a lity
2 6 . In fo rm a tio n  sh a r in g S h a re  w ith  fr ie n d s  
S h a re  w ith  fa m ily  
S h a re  w ith  n e ig h b o u r
Source: Analysis o f qualitative data
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5.3.1.3 Theoretical Coding and Selective Coding
Theoretical coding occurs when memos are analysed, compared and interpreted in order 
to clarify the definitions of, and links between, categories (Glaser & Strauss, 1967; 
Strauss & Corbin, 1990). This process identifies the basic processes of functional food 
consumption, as per steps 5 to 7 of the ethnoconsumerist methodology (Venkatesh, 
1995). This stage establishes the relationships between cultural categories, meaning 
generation and cultural understandings of functional food consumption in multicultural 
society. Table 5-4 presents the conceptual categories that relate to core categories.
Table 5-4: Rearranging and Collapsing Conceptual Categories
C o re  c a te g o ry S u b c a te g o ry  (c o n c e p tu a l 
c a te g o ry )
P ro p e r tie s
1. C u ltu ra l v a lu e s T ra d it io n a l fu n c tio n a l fo o d T ra d itio n
C o m m o n  fo o d  in th e  c u ltu re  
C o n tin u ity  
S y m b o lic  fo o d  
Id e n tit ie s
F o o d  b e l i e f B isa
C o ld  fo o d
H o t fo o d  (h e a tin g  e f fe c t to  th e  b o d y )
Y in  a n d  y a n g
A lk a lin e  fo o d
A c id ic  fo o d
A iry  fo o d
R e lig io n H a la l  (M a la y )
V e g e ta r ia n /V e g a n  (so m e  B u d d h is ts  an d  
H in d u s)
F o rb id d e n  fro m  ta k in g  b e e f  (In d ia n -H in d u ) , 
p o rk  (M a la y )  a n d  a lc o h o l (M a la y )
O ra l tr a d it io n T ru s te d  in fo rm a tio n
T e s tim o n y
E v id e n c e
E th n ic  tra d it io n /c u ltu ra l  
R itu a l
C u ltu re  e m b e d d e d  fo o d  
S p e c ia l fo o d  
C u ltu ra l c e le b ra tio n
F a m ily  u p b r in g in g F a m ily  tra d it io n  
R e g u la r  m e a l s in c e  sm a ll 
F a m ilia r i ty
R o le s  in th e  fa m ily L e a d e r (h u s b a n d )
M o th e r
W ife
D a u g h te r
2 . H e a lth  m o tiv e s A g in g
H e a lth  H is to ry  
N e c e s s i t ie s
T ra d itio n a l fu n c tio n a l fo o d s  
M o d e rn iz e d  fu n c tio n a l fo o d s  
E sse n tia l fo r  g o o d  h e a lth  
A w a re n e s s
3. K n o w le d g e O ra l tr a d it io n  
W o rd  o f  m o u th
E d u c a tio n
R e a d in g  (n e w sp a p e rs , m a g a z in e s , b o o k s , e tc .)
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A d v e rtis e m e n t 
M ass  m e d ia
T V  
R a d io  
C a ta lo g u e  
P a m p h le t 
D ire c t sa les
4 . P e rs o n a l v a lu e s E d u c a tio n H a p p in e ss
K n o w le d g e In n e r  h a rm o n y
S o c ia l in te ra c tio n P le a su re
S o c io e c o n o m ic  ch a n g e F a m ily  se c u r ity
F re e d o m
S e lf -re sp e c t
S o c ia l re c o g n itio n
C o m fo r ta b le  life
E x c it in g  life
R e sp o n s ib ility
O b e d ie n t
L o v in g
In d e p e n d e n t
S e lf -c o n tro lle d
5. S o c ia l in te ra c t io n In te ra c tio n  w ith  o th e rs W o rk p la c e
S h a rin g  th e  k n o w le d g e S c h o o l
N e ig h b o u r
F rie n d s
F e s t iv a l/c e le b ra tio n
6. C u ltu ra l S o c ia l ch a n g e W e s te rn  fu n c tio n a l fo o d
c o n v e rg e n c e E c o n o m ic  d e v e lo p m e n t A y u rv e d ic  fu n c tio n a l fo o d
U rb a n iz a tio n T ra d itio n a l C h in e se  fo o d
In d u s tr ia liz a tio n
M o d e rn iz a tio n
G lo b a liz a tio n
Ja m u  -  In d o n e s ia n  fu n c tio n a l fo o d
7. V a lu e  n e g o tia tio n H e a lth  m o tiv e T e s tim o n y
K n o w le d g e L o o k  fo r  b e n e fits
F o o d  b e l ie f E ffe c tiv e n e s s
R e so u rc e s E n d  re su lts
B ran d C o m p a tib i lity  w ith  b o d y  sy s te m
P rice N o  s id e  e ffe c ts
T im e  c o n s tra in t C e rtif ie d  b y  h e a lth  a u th o r ity
R e c o m m e n d a tio n
C o n fo rm a tio n  fro m  o th e rs
B u y  tr ia l p ro d u c t
T o o  e x p e n s iv e
A ffo rd a b le
S a v e  m o n e y
A c c e ss ib ili ty
A v a ila b ili ty
C o n v e n ie n t a n d  e a sy  to  u se
Source: Analysis o f qualitative data
At this stage, theoretical saturation was achieved. This happens when no further 
properties or relationships between codes and categories can be identified. However, 
additional data can contribute to the richness of the category descriptions without 
expanding codes or adding new information (Hutchinson 1986). At this point, a sense of 
closure is achieved.
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Several concepts and categories were generated through open and theoretical coding in 
ATLAS.ti. The next step was tc selectively code the data by further analysing, memoing 
and diagramming to develop core categories that represent the central themes of the data 
(Glaser & Strauss, 1967). These main core categories were identified by theoretical and 
selective coding. Selective coding involves integrating the categories that have been 
developed to form the initial theoretical framework. The core categories were defined 
and labelled during selective coding.
Cultural convergence was one of the core categories identified through selective coding. 
Available evidence shows that cultural practices can change or converge over time. This 
occurs because of changes in social structure, mainly due to urbanization, 
modernisation, industrialization and globalisation. After 50 years of independence, 
Malaysia is a rapidly developing country; its society is becoming more integrated as 
social structures and lifestyles change. Table 5-5 shows some of the salient concepts of 
socioeconomic development that have changed functional food choices.
Table 5-5: Illustration of Salient Concepts of Socioeconomic Development
C o n c e p t In c id e n t
E c o n o m ic  
d e v e lo p m e n t an d  
u rb a n iz a tio n
K e lo  leav e s  a n d  fru it a re  v e ry  g o o d . B u t I d o n ’t r e m e m b e r  w h e n  w a s  th e  la s t tim e  
I e a te n  it. I t’s been  v e ry  lo n g . L ast tim e  I c o n su m e d  it w h e n  I w as  still liv in g  w ith  
m y  p a re n t in a  ru b b e r e s ta te . M y  m o th e r  u se  to  c o o k  it w ith  d h a l as a  cu rry . It is 
v e ry  ta s ty . B u t a fte r 1 f in ish e d  sch o o l, I g o t a  jo b  as p o lic e , I m o v e d  to  m an y  
p la c e s  an d  m ix  aro u n d  M a la y s . I th in k  m y  s ta n d a rd s  o f  liv in g  a lso  im p ro v e d  a lo t. 
B e s id e  m y  w ife  d o e sn ’t ta k e  “ k e lo ” b e c a u se  sh e  th in k s  it is a  w ild  p lan t. S h e  g re w  
in b ig  c ity . It d ifficu lt to  f in d  th is  k in d  o f  fo o d  in th e  to w n . M a n y  In d ia n s  th in k  
th is  k in d  o f  fo o d  b e lo n g  to  p o o r  p e o p le  in th e  e s ta te . B u t th e y  d o n ’t re a lly  k n o w  
th e  p la n t h a s  m ed ica l v a lu e s  an d  v e ry  g o o d  fo r  h e a lth . I re m e m b e re d  re a d in g  th e  
a r tic le  a b o u t th e  c u ra tiv e  p ro p e r tie s  in k e lo  a n d  o th e r  n a tiv e  p la n ts  su ch  as p e ta i, 
g e r in g  an d  m e n g k u d u . It c an  p re v e n t d ia b e te s  a n d  k id n e y  s to n e  p ro b le m s . T h a t 
w h y  I th in k  so m e  o f  th is  fo o d  is g e tt in g  v e ry  e x p e n s iv e . L as t t im e  as I 
re m e m b e re d , p e ta i u se  to  b e  v e ry  c h e a p  an d  d if f ic u lt to  f in d  in th e  c ity  b u t lo o k  a t 
it n o w . B e c a u se  o f  it m e d ic a l v a lu e  y o u  can  e v e n  fin d  it in  th e  su p e rm a rk e t b u t th e  
p r ic e  is so  ex p en siv e . T h e  fo o d  d o e s  n o t b e lo n g  to  p o o r  p e o p le  a n y m o re  b u t to  
m id d le  c la s s  g ro u p . P5 In d ia n  (m a le )
U rb a n iz a t io n I g re w  up  in K e lan ta n . T h e re  a re  m a n y  h e rb s  a n d  w ild  p la n ts  th a t I u se  to  ea t as 
u la m  (p la n ts  th a t can  b e  ta k e n  raw ). T h ey  a re  v e ry  g o o d  fo r h e a lth . L as t tim e , y o u  
c an  e a s ily  f in d  it a lo n g  th e  ro a d  s id e . M y  m o th e r  u se d  to  te ll m e  th e  b e n e fits  o f  
ea c h  p lan t. T h e re  all h av e  so m e  m e d ic a l v a lu e s . B u t a f te r  a tte n d in g  c o lle g e  a n d  
g o t m a rr ie d  I m o v e  to  th e  c ity . I t ’s d if f ic u lt to  fin d  m o s t o f  th e  p la n ts  th a t I u se  to  
ea t n o w . I d o n ’t  h av e  m a n y  c h o ic e s . . .  u lam  lik e  p e g a g a  an d  p e ta i a re  g e ttin g  v e ry  
e x p e n s iv e  b e c a u se  o f  sc ie n tif ic  c u ra tiv e  e v id e n c e . P 2  M a la y  (fe m a le )
M o d e rn iz a t io n ... a ll m y  fa m ily  m e m b e rs  liv e  in b ig  c ity  an d  a re  v e ry  m o d e m . W e  g rew  u p  in  th e  
to w n  an d  a ll o f  us a re  all w e ll e d u c a te d . W e n e v e r  h a d  b e e n  e x p o se d  to  an y  
tra d it io n a l fu n c tio n a l fo o d  k n o w le d g e  w h e n  w e  w e re  sm all. W e  a lw a y s  u se d  
v ita m in s  o r  su p p le m e n ts  fro m  th e  p h a rm a c y . M a y b e  th a t ’s w h y  w e  n e v e r  h a v e  an y  
tra d itio n a l k n o w le d g e  on fo o d s  th a t m ay  h a v e  so m e  h e a lth  b e n e fits . B e s id e s  w e 
d o n ’t re a l ly  b e lie v e  it. E v en  m y  p a re n t n o t p ra c t ic in g  it. W e o n ly  b u y  th in g s  in 
su p e rm a rk e t. P I M alay .
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Globalization Through reading, I came across about high fibre organic food. You cannot get 
pure or 100% organic food in Malaysia. We are not up to that standard yet. For 
example, the food that I'm consuming right now is imported from USA. It is a 
processed high fibres organic food and that is very good for digestion system. It 
also can avoid colon cancer. This food is a type of processed functional food. 
They are also many other foreign health food products that are very good for your 
health that easy be found in pharmacy. P5 Chinese (male).
Source: Analysis o f qualitative data
Social changes can change value systems. One aspect of social change is economic 
development. One controversial idea is that economic development is associated with 
shifts away from absolute norms and values toward values that are increasingly rational, 
tolerant, trusting and participatory (Inglehart & Baker, 2000). There is also much 
evidence from previous research (Bronfenbrenner, 1986; Hoff-Ginsberg & Tardiff, 
1995; Super & Harkness, 1986) that value systems within an ethnic group vary because 
of differences in income, occupation, living conditions and exposure (length and 
intensity) to another culture. For example, participants in this study (especially the 
young and educated) are willing to consume functional foods from their own or another 
ethnic group, as long as the foods are acceptable to their own culture. They will try the 
food if it is supported by scientific evidence and recommended by trusted persons.
Social interaction among ethnic groups promotes cultural convergence over time. 
Living in close proximity to one another fosters interaction and solidarity between 
members of different ethnic groups. Interaction promotes mutual understanding and 
respect; lack of interaction tends to reinforce stereotypes and hostility at the group level. 
Good social interaction promotes acceptance of functional food from other cultures. For 
example, the data showed that Indian or Chinese participants who grew up in Malay 
neighbourhoods or worked with Malays (e.g., as police officers or teachers) had no 
problem adopting Malay culturally-based functional food. Similarly, Malays who 
interacted with Chinese or Indian neighbours and colleagues accepted other culturally- 
based functional food, as long it was Halal. They would try Chinese or Indian 
functional foods as long they did not contain animal-based ingredients or alcohol. There 
is also evidence that Malays, Chinese and Indians adopted each other’s cooking styles. 
This may be because most culturally-based food ingredients from the three ethnic 
groups can be easily obtained from grocery stores and supermarkets.
This research also found that Indian and Chinese mothers were willing to adopt Malay 
herbal foods and techniques during the post-partum period. There are two possible 
reasons for this. First, their own cultures lack techniques for slimming the lower body,
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especially the tummy area. Or second, Indian and Chinese women in Malaysia are 
isolated from the traditional slimming practices of their ancestral lands, but they do 
know about local Malay herbs and techniques. For example, Malays use plant roots 
(akar kayu), herbs, massage and a bekong 7-metre cloth corset that wraps the body from 
torso to knee. This is carefully done by traditional Malay midwives who are also 
masseuses. Nevertheless, Malays, Chinese and Indians still adhere to culturally-based 
customs of selecting certain foods during the first two weeks post-partum.
Figure 5-1 is based on the results of this study and the available literature. It illustrates 
how socioeconomic development can cause structural change that encourages social 
interaction and leads to changes in lifestyle and value systems. Over time, these changes 
promote cultural convergence with regard to functional food consumption.
Figure 5-1: Cultural Convergence of Functional Food Consumption
Changes in 
lifestyle
Social structural 
changes
Socio-economic 
development 
(urbanization, 
modernization, 
industrialization & 
globalization)
Social interaction
(between Malay, Chinese and Indian)
Changes in value system
Cultural
Convergence
Source: Analysis o f qualitative data
Another core category in this study is value negotiation. According to the literature, 
consumers negotiate and manage their values through categorizing, prioritizing and 
balancing (Connors, Bisogni, Sobal, & Devine, 2001). The fieldwork interviews 
undertaken for this study show that values are internalized as a result of cultural and 
societal influences, as well as personal experiences. Sometimes participants make 
decisions subconsciously; they do not think about their preferences until they are asked 
about their functional food choices.
The value negotiation process contributes to the convergence of functional food 
consumption among the three ethnic groups. The ready availability of modem foods and 
health-enhancing products may also cause cultural convergence or divergence. For 
example, the middle class study participants preferred modernized functional food to the 
traditional functional foods of their ethnic group. They have diverged from their culture
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by consuming new products instead of traditional foods. This is largely because of 
convenience: modem functional foods are easier to obtain, prepare and consume than 
traditional foods.
In sum, value negotiation is a complex process which occurs before, during and after the 
activity of consuming functional food. Table 5-6 shows some of the data which 
illustrates how participants modify and compromise their value systems.
Table 5-6: Illustration of Saliency Concepts of Value Negotiation
P a r t ic ip a n t In c id e n t
P I  M a la y I d o  n o t to ta lly  re je c t tr a d itio n a l o r  to ta lly  a c c e p t m o d e m  fu n c tio n a l fo o d . 
K n o w le d g e  fro m  re a d in g  an d  ta lk in g  to  o th e rs  is im p o rta n t. T e s tim o n ia l an d  
e x p e rie n c e  fro m  o th e rs  a re  a lso  v e ry  im p o rta n t in in f lu e n c in g  w h ic h  h e a lth  o r 
fu n c tio n a l fo o d  I c h o o se . I n e e d  so m e  k in d  o f  e v id e n c e s  to  m a k e  r ig h t c h o ic e . O th e r  
im p o rta n t th in g s  a re  th e  ta s te , sm e ll, p ric e , a v a ila b ility  o f  th e  fo o d  an d  h o w  easy  to  
p re p a re  o r  to  c o n su m e  it.
P 2  M a la y A s lo n g  it g iv e s  m e  all th e  b e n e fits  fo r  g o o d  h e a lth , su ita b le  w ith  m y  b o d y  sy s tem  
an d  H a la l  th en  I h a s  n o  p ro b le m  w ith  it. I can  to le ra te  it e v e n  th o u g h  I p re fe r  th e  
tra d it io n a l h e a lth  fo o d . B u t n o w a d a y s  th e re  a re  v a r io u s  c h o ic e s  o f  fu n c tio n a l fo o d  
p ro d u c ts  in th e  m a rk e t. S o m e  o f  th e m  a re  p ro c e s se d  tra d itio n a l fo o d . It is still
c o n s id e re d  as tra d it io n a l fu n c tio n a l fo o d . B e s id e  th is  p ro d u c ts  a re  e a sy  to  c o n su m e . I 
c an  b r in g  it a n y  w av . H o w e v e r , fo r  m e  th e  en d  re s u lt is v e ry  im p o rta n t.
P I C h in e se I lo o k  a t th e  b e n e fits  f irs t. I ’m  n o t a  c o n se rv a tiv e  p e rso n . I ’m  v e ry  o p e n  in a c c e p tin g  
m o d e m  h e a lth  fo o d s . I th in k  k n o w le d g e  an d  tim e  a re  v e ry  im p o rta n t fa c to rs  in th e  
d e c is io n  to  c h o o se  w h a te v e r  fo o d  y o u  ea t. W h e n  y o u  are  b u s y . . .  y o u  w ill ju s t  ea t 
w h a te v e r  is c o n v e n ie n t to  y o u . Y o u  re a l ly  d o n ’t h av e  t im e  to  re a d  an d  to  lo o k  fo r th e
m o s t su ita b le  fo o d  fo r  v o u rse lf .
P 2  C h in e se It is e a s ie r  to  c o n su m e  p ro c e s se d  fu n c tio n a l fo o d  p ro d u c ts  b e c a u se  th e  p ro d u c ts  are  
in c a p su le , liq u id  an d  p o w d e r  fo rm s. It is v e ry  c o n v e n ie n t. A s a  w o rk in g  w o m e n  1
d o n ’t h a v e  tim e  to  p re p a re  th e  tra d itio n a l so u p s  like  th e  o n e  p re p a re d  b v  m v  m o th e r  
w h e n  I w as  g ro w in g  up . M a y b e  o n c e  in  a  w h ile  y e s  b u t n o t a s  re g u la r  as it sh o u ld  
b e . I d o n ’t h a v e  e n o u g h  tim e  to  do  th a t. B e s id e  th a t s in ce  th e re  a re  so  m a n y  n ew  
p ro d u c ts  th a t c la im  h a v e  c u ra tiv e  p ro p e r tie s  so  is v e ry  im p o rta n t to  b u v  th e  b ra n d s  
h a v e  g o o d  re p u ta tio n . Y o u  can  a lw a y s  b u v  th e  tr ia l p ro d u c ts  firs t to  see  w h e th e r  th e
p ro d u c ts  a re  su ita b le  an d  e v a lu a te  w h e th e r  th e y  g iv e  a ll th e  b e n e fit th a t v o u  w a n te d . 
I f  I ’m  sa tis f ie d  th a n  I h a v e  n o  p ro b le m  to  a d o p t it. T h is  is h o w  I c a m e  a c ro s s  th e  
p ro d u c t th a t I ’m  c o n su m in g  n o w .
P3  In d ia n I d o n ’t  h a v e  p ro b le m  to  c o n su m e  m o d e m  fu n c tio n a l fo o d  b e c a u se  it is v e ry  
c o n v e n ie n t to  c o n su m e  th is  p ro d u c t a lth o u g h  m o s t o f  th e  t im e  I p re fe r  th e  tra d itio n a l 
o n e . B u t I h a v e  to  m a k e  su re  th e re  a re  n o  a n im a l-b a se d  in g re d ie n ts  in  th e  fo o d . A s a 
H in d u  I d o n ’t ta k e  b e e f  so  I h a v e  to  m a k e  su re  th a t w h a te v e r  h e a lth  fo o d s  I co n su m e  
d o n ’t h a v e  an y  b o v in e  o r  b e e f  su b s ta n c e . I f  y o u  n o tic e , m o s t o f  th e  b ra n d s  e sp e c ia lly  
W e s te rn  p ro d u c ts  o r  su p p le m e n ts  u se  b o v in e  g e l as c a p su le s . O n ly  n o w  th e re  h av e  
v e g e  cap  as su b s titu te  w h ic h  is m a d e  fro m  v e g e ta b le  b a se . S o  n o w  I d o n ’t  h a v e  to  be  
w o rr ie d  o r  h av e  d if f ic u lty  to  fin d  fu n c tio n a l fo o d  th a t su it m v  n eed .
Source: Analysis o f qualitative data
Figure 5-2 illustrates how Malay, Chinese and Indian participants negotiate their values 
to form their functional food preferences. It is a very dynamic and personal process. 
Participants negotiate their values by considering cultural characteristics, such as
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religion and food beliefs; physical characteristics, such as state of health; and product 
characteristics, such as knowledge, price and brand. Other important factors to consider 
are individual and contextual influences, personal product experiences and cultural 
convergence relating to functional foods.
Figure 5-2: Value Negotiation Process and Preference Formation
Preference
Formation
Value negotiation 
process
Physical 
characteristics 
(e.g., health state)
Product 
characteristics 
(e.g., knowledge, 
price and brand)
Cultural 
characteristics 
(e.g., religion and 
food belief)
Individual and contextual 
influence, product experience
Cultural convergence
Prioritizing
and
Balancing
Availability constraints
Consumption 
of functional 
food
Source: Analysis o f qualitative data
Preference formation is a dynamic process. This view is consistent with the vast 
empirical evidence indicating that preferences are not simply revealed, but are actually 
constructed during the process of their elicitation (Coupey, Irwin, & Payne, 1998; 
Fischhoff, Slovic, & Lichtenstein, 1980; Payne, Bettman, & Johnson, 1992). Consumer 
experiences are the foundations of preference structures, and the processes associated 
with such experiences lead to preferences that stabilize over time (Hoeffler & Ariely, 
1999). As consumers gain experience in a domain, (i.e., those experiences relating to 
that particular or related products), consumer preferences will stabilize.
According to Wertenbroach and Carmon (1997), dynamic consumer preferences are 
frequently directed at task-goal managing of internal or external resources. However, 
consumer choice is constrained by the availability of internal resources such as the 
physiological, cognitive, or emotional resources that consumers bring to the purchase or 
consumption task. Available empirical evidence shows that consumers appear to 
manage their internal hedonic resources by directly modifying their preferences as a 
function of whether they expect repeated exposure to hedonic stimuli and as a function 
of the cost of avoiding aversive stimuli (Gibbs, 1997).
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5.3.1.4 Identifying Values from MEC Analysis
The open and theoretical coding processes revealed three main themes in the underlying 
motives for functional food consumption. These are: (i) attributes of functional food, (ii) 
consequence of eating functional food and (iii) values reflecting choices about 
consuming functional food. Themes related to values are captured directly and 
indirectly when the researcher asks participants “why it is important'5 to consume a 
particular functional food. Participants were deliberately not explicitly asked about their 
values, because this could have encouraged them to consume the food following the 
interviews. Instead, the data was interpreted to reveal the main themes.
Each coded phrase is compared and contrasted to identify core categories. The emerging 
categories are then organized into three levels of abstraction. This was a complicated 
process because it was difficult to find the right level of abstraction; some concepts may 
be interpreted as an attribute as well as a consequences or a value. This problem was 
solved by introducing more contexts for coding and interpretation purposes (Grunert & 
Grunert, 1995). Therefore, the process of grouping and regrouping the categories was 
used on available contexts and repeated several times to discover indigenous categories. 
Tables 5-7 and 5-8 summarize the three main categories identified for traditional 
functional food and modernized functional food.
Table 5-7: Main Categories Identified for Traditional Functional Food
P roduct A ttribute C o n seq u en ce V alue
E asier  to  find O riginal sou rces O bed ien t
Hard to  find Cultural tradition H appiness
T rusted  in form ation  -  oral tradition C o n fid en ce H arm ony
T aste  (n ice/b itter) F am ily  tradition R esp o n sib ility
N u trition  v a lu es M aintain  health P leasure
C urative v a lu es Inner beauty C heerfu l
A fford ab le S e lf-resp ect
F ee lin g  g o o d S o c ia l reco g n itio n
S atisfaction F am ily  secu rity
H ealthy fo o d F reedom
H ealthy life sty le  
Spent quality  tim e w ith  
fa m ily /ffien d s  
R eputation
L o v in g
Source: Analysis o f qualitative data
Table 5-8: Main Categories Identified for Modernized Functional Food.
Product A ttribute C o n seq u en ce V a lu e
E asier  to  find O p tio n /a ltem a tiv es H ap p in ess
T rusted  brand Save co o k in g  tim e H arm ony
T aste C o n v en ien ce P leasure
R ea so n a b le  price S atisfaction S e lf-co n tro lled
C urative v a lu es H ealthy fo o d S o c ia l reco g n itio n
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Nutrition values 
New brand
Certified - confidence 
Healthy lifestyle 
Reputation 
Easy to obtain 
Good quality
Freedom
Source: Analysis o f qualitative data
This type of analysis is called means-end chain analysis (Gutman, 1982) and it provides 
a better understanding of potential food consumption motives. The MEC links 
consumer values with their behaviour to reveal how product consumption reflects 
personal values. The aim is to generate a hierarchy value map (HVM) from the 
consumers’ cognitive structures (Grunert, Grunert, & Sorensen, 1995a).
In an MEC analysis, each participant subconsciously reveals their values when they 
describe the “benefits” of functional food or “why it is important” to consume certain 
functional foods. Figures 5-3 and Figure 5-4 represent the hierarchy value maps that 
link functional food attributes, the consequences of consuming traditional and 
modernized functional foods and the end state of consuming this food.
Figure 5-3: HVM for Traditional Functional Food Consumption
Responsibility
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■—Consumption
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Unknown
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Source: Analysis o f qualitative data
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Figure 5-4: HVM for Modernized Functional Food Consumption
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Source: Analysis o f qualitative data
These two figures show that health reasons drive consumption of both modem and 
traditional functional foods. The desire to live well is reflected in values such as inner 
harmony, happiness, family security and freedom. On the other hand, some participants 
chose traditional functional food over modernized functional food because the 
traditional foods are from original sources, easy to obtain, affordable and represent 
cultural values and tradition.
Participants chose modernized functional foods over traditional functional foods 
because traditional functional foods taste bitter, are generally difficult to prepare, take 
time to consume and because they contain unknown compounds. Other attributes that 
favour modernized functional food are quality, brand reputation, certification (which 
enhances confidence) and convenience (i.e., easy to obtain and little or incidental 
preparation time). However, some participants thought that modernized functional foods 
were expensive and some of the brands were new and unknown.
5.4 A Substantive Theory of Functional Food Consumption and Developing the 
Research Propositions
This study will generate a substantive theory from constant comparative data analysis, 
as described in the methodology chapter. Figure 5-5 is a framework to explain the 
relationship between certain factors and cultural convergence within and between ethnic
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groups (Malays, Chinese and Indians) for functional food consumption. The proposed 
framework has been developed from analysing the data in this study and reviewing the 
relevant literature. At this stage, we develop a set of propositions for the theory by 
linking the results of data analysis to the existing literature.
Figure 5-5: A Substantive Theory of Functional Food Consumption in Multicultural 
Society
Oral Tradition
Health
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Cultural
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Personal & 
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Social-Structural
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Source: Analysis o f qualitative data
The model implies several propositions, which are discussed in the next section. 
However, not all factors can reasonably be examined within the scope of this research. 
Therefore, priority is given to developing those propositions that address major 
components or factors influencing the structure of functional food consumption in a 
multicultural society. These are: cultural values of each ethnic group, social interaction, 
cultural convergence, oral tradition, knowledge, health motives, personal values, value 
negotiation and preference formation.
5.4.1 Cultural Values
Constant comparative analysis shows that traditional cultural practices reflect the 
cultural values of the ethnic groups in Malaysia. Each ethnic group has traditional 
practices that are thought to benefit the members of the group, such as their beliefs 
about lifestyle, health and illness.
Culturally-based values underlie consumer preferences toward functional food. Culture 
and cultural values are believed to affect all aspects of food behaviour and are the 
foundations that motivate food choices and consumption. This statement is supported by
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Fieldhouse (1986) and Sobal (1998) who argue that food, eating and nutrition are 
strongly shaped by custom and culture. According to Pachter, Sheehan and Cloutier 
(2000), there are cultural value differences among consumers when it comes to issues 
such as healthy eating, sleeping, exercise and taking supplements or vitamins. Cultural 
attitudes and values also vary with regard to the perceived seriousness of various 
diseases (Hilliam, 1996; Pachter, Sheehan, & Cloutier, 2000). Therefore, we can say 
that the consumption of functional foods to prevent or cure certain types of illnesses is 
potentially influenced by cultural variation among the three ethnic groups in Malaysia.
Proposition la: Culturally-based values significantly underlie consumer
preferences toward functional food.
Culturally-based values do not directly influence functional food consumption in any 
way. Instead, they are subject to various filters and interactions, as explained in the 
following sections.
5.4.1.1 Food Beliefs and Oral Tradition
Oral tradition and food beliefs are the first two factors that influence functional food 
consumption. Oral traditions inherited from previous generations influence functional 
food consumption by virtue of being an integral part of the medium for transferring or 
learning culture. According to Bakker (2003), some aspects of culture, customs and 
traditions are passed on verbally, even though written records of cultures may exist. 
Oral tradition is still one of the most preferred and trusted sources of knowledge, 
because the tradition itself is oral and performed repeatedly (Bakker, 2003). Oral 
tradition is a valuable source of learning about one’s own culture, and it helps develop 
cultural values (Chamarik, 1999). Functional foods are an integral part of traditional 
culture in Malaysia, although the term is not formally used. Knowledge of traditional 
functional foods is often passed on verbally, from generation to generation.
The data analysis confirmed that consuming certain types of functional food is a 
practice that is embedded in Malay, Chinese and Indian cultures. In some families, 
children are taught the importance and effects of certain foods as they grow up. This 
strongly influences their later acceptance of functional food, especially culturally-based 
functional food. For example, Chinese children are taught from an early age to consume 
chicken soup with herbs; this soup then becomes a customary food in most Chinese 
families.
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Each ethnic group in Malaysia consumes traditional foods that they believe have certain 
ingredients that promote health. For instance, Malays have used rainforest herbs and 
plant roots as traditional supplements for centuries. They believe these herbs have 
natural functional effects. This traditional knowledge is passed on by older generations 
to younger generations. The same is true for the Chinese, who relate functional foods to 
Traditional Chinese Medicine, which is based on the philosophical and religious 
teachings of Confucianism, Buddhism and Taoism. For instance, the Chinese believe 
that an imbalance in yang (positive) andern (negative) causes illness (Ho, 1985). Thus, 
individuals must be careful to choose foods that balance the yin and yang elements. 
Indians relate functional food to ancient holistic Ayurvedic practices based on 
prevention (Alagiakrishnan & Chopra, 2001). In sum, all three ethnic groups have their 
own beliefs and practices about food that offers health benefits. Thus, the following 
proposition is formulated:
Proposition lb: Oral traditions inherited from previous generations influence the
consumption offunctional food by Malay, Chinese and Indian 
consumers.
There are some similarities in how Malays, Chinese and Indians classify foods, illnesses 
and traditional remedies. For example, each group believes that functional foods have a 
‘hot’ or ‘cold’ bodily effect and that they affect individuals differently. Therefore, an 
individual must find the food that is compatible with their own body system. This 
knowledge is passed on verbally and shared among community members. For instance, 
cold food is believed to have an uncomfortable ‘airy effect’ on some people. 
Participants from Malay, Chinese and Indian ethnic groups said that they would add 
certain ingredients, such as species or extra garlic, to balance the airy effect of cold 
foods. One of the Chinese participants said that ginseng was a hot type of food that had 
to be combined with other ingredients to balance the energy (yin and yang) to suit the 
body type. Similarly, Malays believe that most plant roots (e.g., long jack tongkat ali) 
are heating. The three ethnic groups also have similar beliefs regarding diet during 
pregnancy and post-partum.
Present-day similarities in the beliefs of the ethnic groups in Malaysia are the result of 
historical events. According to Faderman (1983), the Malay peninsula was an early 
trading centre for travellers from China and India in the 17th century AD. During this 
time, they exchanged medical ideas, goods and foods. Thus, Malay food beliefs have 
been influenced by travellers from Southeast Asia, China and India and later by the
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Arabs who brought Islam to the peninsula. Moreover, ethnic groups interact and 
exchange information in a multicultural society like modem Malaysia. They share the 
same knowledge from reading, word of mouth, mass media and their own experiences. 
In sum, classifying foods into hot, cold and airy (angin) is common in Malay, Chinese 
and Indian ethnic groups. Therefore, the following proposition is offered:
Proposition lc: Malay, Chinese and Indian ethnic groups share certain similar
food beliefs that influence the consumption offunctional food.
5.4.2 Knowledge of Functional Food
Knowledge plays an important role in educating the consumer. Consumers use 
nutritional knowledge to link diet and health and change their eating habits. However, 
evidence also shows that knowledge alone does not ensure a healthy lifestyle (Nestle, 
Wing, Birch et al., 1998). Even though today’s consumers know a good deal about 
healthy foods, many do not apply this knowledge effectively or simply refuse to put it 
into practice. Consumers get information about functional food from various sources, 
including formal and informal learning, mass media and advertising. But the 
information gained via word of mouth and oral tradition is the easiest to obtain and put 
into practice.
Participants indicated that, besides oral tradition, they also get their knowledge about 
functional food from the media, including newspapers, magazines, books and TV. 
These sources provide information about the functional foods of their own and other 
ethnic groups. Some modernized functional foods are very common in the Malaysian 
health food market. For example, Brand1 products have been on the market for more 
than 100 years and have obtained both Halal certification and the ISO 9002 
manufacturing standard. Almost all the study participants, regardless of ethnic group, 
had heard of Brand products, even though they are a Chinese-based health tonic. 
Knowledge about this health tonic has passed from the Chinese to the Malay and Indian 
ethnic groups via advertising, social interactions and word of mouth. Some other Malay 
traditional herbal products are also heavily advertised on TV, radio and in magazines. 
The promoters stress the importance of beauty and appearance (e.g., radiant skin, slim 
figure and youthfulness) and target young women who are concerned about their figure 
and image.
1 BRAND'S® Essence o f Chicken (BEC) was commercially launched as food for children and invalids in 1835. The first shipment 
of BEC arrived in Singapore in the 1920s. Today the company produces several functional foods that enhance health, incorporating 
Traditional Chinese Medicine herbs such as American Ginseng, Lingzhi, Tangkwei and Cordycpes.
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Food has many roles. It represents cultures and customs; provides opportunities for 
sharing, giving and social interaction; and offers nutrition, pleasure and satisfaction. 
Regardless of their ethnicity, consumers in multicultural communities share their 
knowledge of functional food via oral tradition, word of mouth and mass media. 
Therefore, demand for, and consumption of, functional food is increased when 
consumers understand that health-related food provides benefits beyond basic nutrition. 
Hence, the following propositions are developed:
Proposition 2: Knowledge influences functional food preferences.
Proposition 2a: Consumers get information on functional food from personal
and impersonal sources.
5.4.3 Health Motives
In this study, participants were motivated to consume food with functional properties 
because of its perceived healthiness. Functional foods are believed to provide health 
benefits beyond basic nutritional needs, such as preventing modem lifestyle diseases. 
The Chinese believe that foods and medicine are equally important for preventing and 
treating disease; they have the same sources; the same uses; and are based on the same 
theories (Weng & Chen, 1996). Chinese functional foods include mushrooms, ginseng, 
green tea, hawthorn fruit and its extracts and Chinese wolfberry. Indian functional foods 
include turmeric, cumin, asafoetida and cinnamon, as well as a variety of other spices, 
herbs and plants. These ingredients make the food tastier and are believed to improve 
health. Malay functional food includes pegaga (centella asiatica), tongkat ali 
(eurycoma longifolia), kachip fatima (labisia pothoina) and red yam. There is 
increasing scientific evidence to support the functional role of these foods in human 
health. Most of these foods are believed to prevent cancer and other illnesses; for 
example, turmeric (Krishnaswamy, 1996), green tea (Fujiki, Suganuma, Okabe, & 
Komori, 1996), mushrooms (Chang, 1996), and red yam (Ahmad, 1996).
Participants in this study tended to believe advertising claims that traditional and 
modernized functional foods offer health benefits, especially when these claims were 
supported by scientific evidence. Participants also tmst oral traditions about the benefits 
of functional food, especially when oral traditions and scientific evidence coincide. 
These beliefs and perceptions make some functional foods very popular among the 
community and lead to the following proposition:
Proposition 3: The perceived healthiness offunctional foods affects the
consumption of such food.
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Health is an important motivator for consuming functional food. In this study, older 
participants were more attracted to functional foods, especially individuals with current 
health issues or a family history of health problems. These people look for food that can 
cure or prevent illnesses such heart disease, diabetes, cancer, hypertension or other 
debilitating diseases. These participants recognized oral traditions and were interested in 
culturally-based functional food from their own and other cultures. Generally, they were 
more flexible about accepting traditional or modernized functional foods, as long the 
food offered curative benefits. On the other hand, young and healthy participants were 
not really concerned about oral traditions or health-related foods. This is likely because 
they do not think they need functional or other health foods yet. But many said that they 
would think about these foods as they aged or encountered health problems. This shows 
that age and family health history are important factors in choosing functional food, 
leading to the following proposition:
Proposition 3a: Older consumers think that functional foods are more important
than younger consumers.
5.4.4 Socio-Structural Change -  Cultural Convergence
Over time, continuous economic development changes cultures and societies. Economic 
growth leads to modernization, urbanization, industrialization and globalization and 
drives structural change and cultural convergence. In Malaysia, these effects became 
apparent after the government introduced a new economic policy (NEP) in the aftermath 
of the May 1969 race riots. The violence occurred in response to economic imbalance 
among Malay, Chinese and Indian ethnic groups. The two main objectives of the NEP 
were to “eradicate poverty regardless of race” and “restructure(e) society to eliminate 
the identification of race with economic function” (Jomo 2004, p.3). The NEP 
significantly contributed to economic growth, urbanization, industrialization and 
modernization in Malaysia. It created employment opportunities, improved educational 
levels, increased income, encouraged lifestyle changes, and led to the emergence of a 
middle class.
According to Giddens (1986), social interaction comprises the glances, non-verbal 
communication and verbal communication that occurs in daily social encounters. It is 
important to study daily social interaction because the routine of daily life involves us in 
face to face interactions with others and helps us understand the larger social system
92
(Chuah, 2001). Malaysia is a multi-ethnic nation in which each ethnic group maintains a 
distinct identity and culture (Freedman, 2001). There have been numerous attempts by 
the Malaysian government to develop a national identity by integrating and uniting the 
multi-ethnic groups into one nation (Abraham, 1999; Federation of Malaya, 1956; 
Federation of Malaysia, 1985; Joseph & Flolden, 2001)
Malaysia is a rare example of a plural society in which different ethnic groups 
accommodate each other without losing their own identity. They speak their native 
language and practice their own cultures. However, with time and space, social 
interaction is likely to drive a certain degree of cultural convergence. Ethnic groups in 
Malaysia are willing to adopt the practices of other cultures, as long as these practices 
are not harmful and are not against their fundamental values and beliefs. There are 
many examples of shared culture in food preferences. For instance, satay, nasi lemak, 
cha knew teow, yong tau fu, bee hun, rojak, roti canai and nasi kandar were once 
enjoyed by Malays, Chinese and Indians exclusively, but are now ‘Malaysian’ foods. 
They are now part of the Malaysian identity.
To a certain degree, cultural practices change and converge over time. Lee and Tse 
(1994) stated that some consumption behaviour is ingrained in ethnic identity and other 
behaviour is not. Thus, culturally-based food behaviour regarding functional food 
consumption can converge over time. In this study, cultural value convergence means 
that the cultures of the three ethnic groups (Malay, Chinese and Indian) tend to become 
more alike due to increasing social interactions. Thus, the following proposition is 
presented:
Proposition 4: Preferences toward functional food converge due to changes in
social structure.
Advances in food technology and globalization have increased the number of new 
processed functional foods on the Malaysian health food market. Malaysian consumers 
can choose from many enriched health food products that are supposed to have health­
enhancing benefits. Some of these products are culturally-based and some are not. 
Processed functional food is often easier to consume than traditional functional food. 
Most of these products can be found in pharmacies, general stores and supermarkets, or 
through direct sellers. These functional food products are promoted on their perceived 
health benefits and marketers target consumers in general, rather than consumers of 
particular ethnic backgrounds.
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In the past, Indians have valued the antibacterial and other benefits of turmeric. Young 
women once used turmeric as a face and body powder to control acne and enhance their 
skin. This information has been transferred orally from generation to generation in the 
Indian ethnic group. However, turmeric tends to make the skin yellowish. Today's 
Indian women now eschew turmeric as a cosmetic product. Unlike their ancestors, 
Indian women no longer live on isolated Malaysian rubber estates. They go to school 
and college, and work and socialize outside their community. Malaysian Indian women 
of today prefer modernized turmeric cream or products that do not affect their skin 
colour. The same principal applies to traditional functional food. It takes more time to 
prepare and consume traditional functional food than modem functional food. The 
emergence of a middle class in Malaysia leads to the following proposition:
Proposition 4a: Consumers front different ethnic groups prefer modernized
functional food over traditional functional food.
5.4.5 Value Negotiation Process
Participants in this study did not spend much time consciously considering their 
consumption choices or their values, until they were faced with choices or personal 
values that were inconsistent with their religion. However, food choices sometimes 
conflict with religion, custom, food beliefs or personal values. For example Chinese or 
Indian culturally-based functional food may conflict with Malay food beliefs and 
religion. In this study, there is evidence that participants negotiate their values 
subconsciously every time they make a decision to consume or not consume the 
selected functional food.
Participants’ past choices of, and experiences with, functional food are important 
sources of evidence about individual traits and abilities; these choices can become 
binding precedents. It has been assumed that while choices made over time may exhibit 
serial dependencies, the preferences that underlie these choices are nevertheless stable. 
Therefore, at some point in functional food consumption, consumers manage their value 
system until they find what they want. For example, experience and preference interact 
in the mind of a consumer and eventually influence his/her consumption habits over 
time.
Participants negotiate values in functional food consumption in several ways. When 
choosing and consuming food, consumers negotiate and manage their values when they 
encounter conflicting value systems. According to Kamakura and Novak (1992), a
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consumer's value system is an important tool for dealing with conflicting values in 
decision-making. Each consumer's value system is unique, making consumption 
choices in personal food systems rather complex. Consumers may have a set of common 
values in their value system, but the way they order and prioritise those values is 
different, even if they share similar cultural backgrounds. Social and lifestyle changes 
make food-related decisions even more complex. As a result, individuals must negotiate 
their values with themselves; especially when a long-term view is taken.
Connors, Bisogni, Sobal and Devine (2001) found that food-related values in personal 
food systems sometimes conflict. This happens because of changing lifestyle patterns 
and life-course experiences that are related to food. According to Connors et al. (2001), 
consumers adopt three strategies during the value negotiation process in personal food 
systems. These are: (i) categorizing foods and eating situations, (ii) prioritizing 
conflicting values for specific eating situations and (iii) balancing prioritization across 
personally defined time frames. As consumers negotiate and manage conflicting values 
throughout the food consumption process, their values systems may change. Changes in 
consumption practices in functional food may force cultural convergence or even 
cultural divergence within and between ethnic groups in a multi-ethnic nation. Thus, the 
following proposition is presented:
Proposition 5: Consumers negotiate and manage their values when consuming
functional food.
5.4.6 Personal Values
In this study, values are intangible outcomes or ends. The three categories of personal 
values are: (1) attributes, (2) consequence and (3) values. These exist in a hierarchy— 
attributes lead to benefits, which produce value satisfaction. Functional food attributes 
are a way for consumers to obtain desired ends through the benefits yielded by those 
attributes; these values reflect their personal values.
As mentioned in the literature review, Rokeach (1973) introduced two sets of values: 
instrumental values and terminal values. Consumers may apply either or both sets of 
values to achieve their goals. Instrumental values reflect a chosen way of reaching ‘end 
values’; for example, behavioural characteristics that are socially desirable. Examples of 
instrumental values are: ambitious, honest, responsible, obedient and courageous. 
Terminal values reflect ‘end states’; for example, ultimate and idealized modes of 
living. Examples of terminal values are: inner harmony, happiness, family security, a 
comfortable life and wisdom. Consumers may use terminal values to obtain desired
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ultimate modes of life, such as inner harmony or happiness. Instrumental values are 
means of achieving these terminal values. Table 5-9 shows the values identified in the 
data analysis.
Table 5-9: Identifying Values through HVM Analysis
T e rm in a l V a lu e s In s tru m e n ta l V a lu e s
H a p p in e s s R e sp o n s ib ility
In n e r  H a rm o n y O b e d ie n t
P le a s u re L o v in g
F a m ily  S e c u r i ty In d e p e n d e n t
F re e d o m S e lf -C o n tro lle d
S e lf -R e sp e c t C h e e rfu l
S o c ia l R e c o g n it io n B ro a d -m in d e d
C o m fo r ta b le  L ife L o g ic a l
E x c it in g  L ife
Source: Analysis o f qualitative data
Individual personal values vary from consumer to consumer and personal values do not 
always reflect cultural values. Personal values are often the underlying determinants of 
consumer attitudes and consumption behaviour (Homer & Kahle, 1988; Scott & 
Lamont, 1977). Personal values are enduring beliefs, preferable states or ideal situations 
that motivate and guide consumer behaviour, evaluation and decision processes 
(Rokeach, 1973). Schwartz and Bilsky (1990) asserted that because values are goal- 
oriented, they are a second facet for fulfilling individual and collective interests until 
each value is achieved.
Personal values do not necessarily reflect cultural values. Consumers develop their 
values throughout their life. Self-conception, self-esteem, personal experience and 
changes in society can shape individual personal values (Rokeach, 1979). Malaysia has 
experienced rapid structural change and social transformation (Embong, 1998) which 
have created a modem generation quite different from previous generations. Malaysia is 
a fast-moving developing country experiencing rapid technological advancement and 
social transformation.
Social transformation affects the core values of consumers. According to Yau (1994), 
consumers may have a few culturally-based values, but they acquire hundreds of 
personal values throughout their life. This statement is particularly true for functional 
food consumption. Evidence from the data analysis and the literature shows that 
participants acquire knowledge of functional foods from various sources. Changes in 
lifestyle can change value systems. Individuals inherit cultural values from their 
ancestors and they acquire values throughout their life. These new sets of values are
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their personal values. In sum, personal values affect functional food consumption, 
leading to the following proposition:
Proposition 6: Consumers*personal values (terminal and instrumental)
influence functional food consumption.
5.5 Conclusion
This chapter is concerned with generating and developing a substantive theory of 
functional food consumption in a multicultural society through constant comparative 
analysis. Six main propositions and several sub-propositions are developed. The 
predictive power of this substantive theory is limited to phenomena in the area from 
which it was developed. To overcome this limitation, we need to transform substantive 
theory to formal theory. Thus, the next chapter discusses the quantitative component of 
this research (Study #2) and develops a formal theory of functional food in a 
multicultural society.
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6 CHAPTER SIX: QUANTITATIVE RESEARCH DESIGN (STUDY #2)
SUBSTANTIVE THEORY TO FORMAL THEORY OF FUNCTIONAL FOOD 
CONSUMPTION IN MULTICULTURAL SOCIETY
6.1 Introduction
The previous chapter discusses the results of the qualitative data analysis. It develops a 
substantive theory of functional food consumption in a multicultural society, a 
conceptual framework and several research propositions. This chapter documents the 
second study undertaken as a part of the theory-building process. The objective of this 
chapter is to move from a substantive theory to a formal theory of functional food 
consumption in a multicultural society. This chapter describes the methodology used to 
justify the research paradigm, the questionnaire design, the sampling process, and the 
data collection and administration processes. In addition, this chapter introduces a 
strategy to test the research propositions, which will be carried out in Chapter 7. Figure 
6-1 summarizes the sequence of the research design.
Figure 6-1: Sequence of Major Research Designs
Study #2 
(Chapters 
6 & 7)
Exploring the research 
issues
Qualitative research 
methods (Exploratory 
Research)
Quantitative research 
methods (Descriptive 
Research)
Moving from a substantive 
to formal theory of 
functional food. Testing the 
research propositions.
Formulating a substantive 
theory of functional food 
consumption. 
Developing research 
propositions
PRIMARY FOCUS RESEARCH DESIGN
Study #1 
(Chapters 4 
& 5)
STUDY
Source: Developed for the research reported in this thesis
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6.2 Research Design of Study #2
A research design is “ ...a set of advance decisions that makes up the master plan 
specifying the methods and procedures for collecting and analysing the needed 
information” (Bums & Bush, 2000: p.120). An appropriate research design is essential 
for conducting a successful study because it determines the type of data collected and 
the data collection technique, the sampling methodology and the research schedule and 
budget (Hair, Bush, & Ortinau, 2003). There are three traditional categories of research 
design: exploratory, descriptive and causal (Aaker, Kumar, & George, 2000; Bums & 
Bush, 2000; Hair, Bush, & Ortinau, 2003).
Exploratory research is the foundation of a good study. It is normally flexible (Churchill 
Jr. & Iacobucci, 2004), unstructured and qualitative (Aaker, Kumar, & George, 2000; 
Bums & Bush, 2000) and serves as an input to further research (Malhorta, Hall, Shaw, 
& Oppenheim, 2002). In Study #1, the exploratory research using qualitative methods 
was used to generate a substantive theory of functional food consumption in a 
multicultural society (see Figure 5-5). Six propositions and sub-propositions evolved 
from this theory. The model and findings offer a new perspective for understanding 
functional food consumption in a multicultural society in a developing country.
Study #2 is a continuation of Study #1. Study #2 uses quantitative survey methods to 
achieve the following objectives:
1. Empirically test the theoretical framework and research propositions 
developed in Study #1.
2. Move from a substantive theory to a formal theory of functional food 
consumption in a multicultural society.
3. Conduct a cross-cultural analysis within and between the Malay, Chinese 
and Indian ethnic groups.
Figure 6-2 illustrates the research process for Study #2. The details of each step are 
discussed in subsequent sections.
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Figure 6-2: Summary of the Research Process for Study #2
Data collection: 
convenience 
sampling method
Conclusion and 
implications of 
thesis (Chapter 8)
Data management:
data entry, data .
screening
Data Analysis: 
t-test, ANOVA &
Interpret and discuss 
results 
(Chapter 7)
Identifiy research 
question 
(Chapter 1)
Determine data 
collection method: 
self-administered 
questionnaires
Select research 
design: quantitative 
survey method 
(Chapter 6)
Design survey 
instrument: devlop 
items and scale
Select sample: 
Malay, Chinese and 
Indian ethnic groups
Review literature and 
develop propositions 
(Chapters 2, 3,4 & 5)
Source: Adapted and modified from Churchill Jr., 2001 (p.50) for this thesis
6.2.1 The Quantitative Survey Methods
A descriptive research design using quantitative survey methods was chosen for Study 
#2. This is a structured data collection approach that involves administering a formal 
questionnaire to willing and co-operative respondents (Malhorta, Hall, Shaw, & 
Oppenheim, 2002). This method was chosen because it ensures the data is standardized 
and uniform. It is also cheaper, faster and easy to deploy, given limited time and 
resources (Churchill Jr., 2001). The self-administered questionnaire allows participants 
to respond at their own pace without being influenced by an interviewer (Bums & Bush, 
2000). Therefore, this method reduces potential social desirability response bias 
(Nancarrow, Brace, & Wright, 2001).
6.2.2 Questionnaire Design
The purpose of a survey instrument is to collect the information required to answer the 
research questions and to test the hypotheses of the study (Malhorta, Hall, Shaw, & 
Oppenheim, 2002). The steps involved in developing the survey instrument for this 
study were: selecting question wording and content (including appropriate measurement 
scales), developing the response format, and translating and pre-testing the survey form.
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The questionnaire used in this research was based on relevant previous studies, adapted 
for the research model and propositions developed in the qualitative Study #1. The 
questionnaire was designed to be easy for an average respondent to understand. The 
questionnaire forms were accompanied by a covering letter, information sheet and 
consent form. Table 6-1 summarizes the format of the questionnaire. Details of the 
questions, measurement and scales are presented in Appendix H.
Table 6-1: Questionnaire Format
S tu d y  In fo rm a tio n  
S h e e t (A p p e n d ix  E )
In fo rm a tio n  a b o u t p r iv a c y  an d  c o n ta c t d e ta ils  fo r  re s e a rc h e r  an d  H u m a n  
E th ic s  R e se a rc h  O ffice r .
C o n se n t F o rm  
(A p p e n d ix  F)
F o rm  s ig n ify in g  th e  w ill in g n e s s  o f  p a r t ic ip a n t to  ta k e  p a r t  in th e  su rv ey .
C o v e r  L e tte r  
(A p p e n d ix  G )
L e tte r  d e ta i l in g  th e  p ro je c t.
S u rv e y  F o rm  
(A p p e n d ix  H )
R a n d o m iz e d  m e a s u re m e n t sc a le s  to  d e fin e  fu n c tio n a l fo o d , cu ltu re  v a lu es , 
o ra l tr a d itio n , k n o w le d g e , h e a lth  m o tiv e s , so c io -s tru c tu ra l c h a n g e , c u ltu ra l 
c o n v e rg e n c e  an d  v a lu e  n e g o tia tio n .
M e a s u r in g  p e rs o n a l v a lu e s  u s in g  te rm in a l a n d  in s tru m e n ta l v a lu es .
D e m o g ra p h ic  d e ta ils  o f  re s p o n d e n ts  an d  e th n ic  id e n tif ic a tio n  sca le .
R e m a rk s  to  th a n k  th e  p a r tic ip a n ts .
Source: Developed for this thesis
6.2.2.1 Operationalization of Constructs
Study #1 identified several constructs that influence functional food preference and 
consumption in multicultural society. These were: culture and values, oral tradition, 
food beliefs, health motives, knowledge, socio-structural changes, cultural convergence, 
values negotiation and personal values. Some of these items are interrelated. They were 
developed from the results of Study #1 and other relevant studies, and with a view to 
operationalizing each of the constructs. Table 6-2 summarizes the constructs developed 
for Study #2.
Table 6-2: Operationalization of Constructs
C o n s tru c ts O b je c tiv e s /P ro p o s itio n s C a te g o ry  u se d  to  o p e ra t io n a liz e d  
o f  c o n s tru c ts
R e la te d
lite ra tu re
1. P e rc e p tio n  o f  
fu n c tio n a l fo o d
•  D e fin itio n  o f  fu n c tio n a l 
fo o d .
U n d e rs ta n d in g  fu n c tio n a l fo o d  
te rm .
S tu d y  # 1
2 . C u ltu ra lly -  
b a se d
fu n c tio n a l fo o d
•  C u ltu ra lly -b a se d  v a lu e s  
u n d e rlie  c o n su m e r 
p re fe re n c e s  fo r  fu n c tio n a l 
fo o d .
•  O ra l tr a d it io n s  in h e r ite d  
fro m  p re v io u s  g e n e ra t io n s  
in f lu e n c e  th e  c o n su m p tio n  
o f  fu n c tio n a l fo o d s  b y
T ra d itio n a l fu n c tio n a l fo o d : 
tra d it io n , sy m b o lic  fo o d . 
O ra l tr a d itio n : tru s te d  
in fo rm a tio n , te s tim o n y , 
e v id e n c e , e th n ic  tra d itio n , 
c u ltu ra l ritu a l.
R e lis io n : H a la l  (M a la v ) , 
fo rb id d e n  fro m  ta k in g  b e e f
S tu d y  # 1
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M alay , C h in e se  an d  
In d ian  c o n su m e rs .
( In d ia n ) , p o rk  (M a la y )  an d  
a lc o h o l (M a la y ) , v e g e ta ria n .
3. F o o d  b e lie fs •  M a la y , C h in e se  an d
In d ian  e th n ic  g ro u p s  sh a re  
s im ila r  fo o d  b e lie fs  th a t 
in f lu e n c e  c o n su m p tio n  o f  
fu n c tio n a l fo o d .
F o o d  b e lie fs : b is a  fo o d , co ld S tu d y  #1
fo o d , h o t fo o d , y i n  an d  y a n g ,  
a lk a lin e  fo o d , a c id ic  fo o d , a iry  
fo o d .
F a m ilv  u p b rin g in g
4. K n o w le d g e  o f  
fu n c tio n a l fo o d
•  K n o w le d g e  in f lu e n c e s  
fu n c tio n a l fo o d  
p re fe re n c e s .
•  A d v e r tis e m e n ts  a b o u t 
tr a d itio n a l o r  m o d e rn iz e d  
fu n c tio n a l fo o d s  in f lu e n c e  
fu n c tio n a l fo o d  
p re fe re n c e s .
S o u rc e s  o f  fu n c tio n a l fo o d  
k n o w le d g e :
(a ) Im p e rso n a l in fo rm a tio n  
so u rc e s , in c lu d in g  T V , ra d io , 
m a g a z in e s , n e w sp a p e rs , h e a lth  
c lu b s /g y m s , p h a rm a c is ts , 
p a c k a g in g , in -s to re  in fo rm a tio n , 
b ro c h u re s  an d  In te rn e t.
(b )  P e rso n a l in fo rm a tio n  
so u rc e s , in c lu d in g  fr ie n d s , w o rk  
c o lle a g u e s , fa m ily , n e ig h b o u rs , 
d o c to rs , p e rso n a l e x p e rie n c e , 
sa le sp e rso n s .
S tu d y  #  1 
a n d  G illy , 
G ra h a m , 
W o lf in b a rg  
er, an d  Y a le  
(1 9 9 8 )
5. H e a lth  m o tiv e s •  T h e  p e rc e iv e d  h e a lth in e s s  
o f  fu n c tio n a l fo o d s  a ffe c ts  
th e ir  c o n su m p tio n .
•  C o n su m e rs  w ith  h e a lth  
c o n c e rn s  fro m  d if fe re n t 
e th n ic  g ro u p s  p e rc e iv e  
fu n c tio n a l fo o d s  
d iffe re n tly .
•  O ld e r  c o n su m e rs  fro m  
d if fe re n t e th n ic  g ro u p s  
p e rc e iv e  fu n c tio n a l fo o d s  
d if fe re n tly  fro m  y o u n g  
c o n su m e rs .
A g in g
H e a lth  h is to ry  
N e c e s s i tie s
E sse n tia l fo r  g o o d  h e a lth  
A w a re n e s s
T ra d itio n a l fu n c tio n a l fo o d s  
M o d e rn iz e d  fu n c tio n a l fo o d s .
S tu d y  #1
6. S o c ia l is su e s  
an d  c u ltu ra l 
c o n v e rg e n c e
•  C u ltu ra l p ra c t ic e s  c h a n g e  
o r  c o n v e rg e  o v e r  t im e  du e  
to  so c io -s tru c tu ra l 
c h a n g e s .
•  C u ltu ra l v a lu e s  in  re la tio n  
to  fu n c tio n a l fo o d  
p re fe re n c e s  c o n v e rg e  d u e  
to  so c ia l in te ra c tio n .
•  C o n su m e rs  (p r in c ip a lly , 
th e  m id d le  c la s se s )  fro m  
d if fe re n t e th n ic  g ro u p s  
p re fe r  m o d e rn iz e d  
fu n c tio n a l fo o d  o v e r  
tra d itio n a l fu n c tio n a l 
fo o d .
S o c ia l ch a n g e
E c o n o m ic  d e v e lo p m e n t
U rb a n iz a tio n
In d u s tr ia liz a tio n
M o d e rn iz a tio n
G lo b a liz a tio n
W e ste rn , A y u rv e d ic , T ra d itio n a l 
C h in e se , an d  M a la y  ( J a m u ) 
fu n c tio n a l fo o d s  
F e s tiv a ls  a n d  c e le b ra tio n s  
In te ra c tin g  w ith  o th e rs  to  sh a re  
k n o w le d g e  in w o rk p la c e s  an d  
sc h o o ls  an d  b e tw e e n  n e ig h b o u rs  
an d  fr ie n d s .
S tu d y  #  1
7. V a lu e
n e g o tia tio n
p ro c e s s
•  C o n su m e rs  n e g o tia te  an d  
m a n a g e  th e ir  c o n f l ic t in g  
c u ltu ra l v a lu e s  b y  
c a te g o riz in g , p r io r it iz in g  
an d  b a la n c in g .
H e a lth  m o tiv e s  
K n o w le d g e  
F o o d  b e lie fs
A c c e ss ib ili ty  a n d  a v a ila b ility  o f
re s o u rc e s
B ra n d
P ric e  a n d  a ffo rd a b ility  
T im e  c o n s tra in ts , c o n v e n ie n c e  
a n d  e a se  o f  u se .
S tu d y  #  1 
an d
C o n n o rs , 
B iso g n i, 
S o b a l, an d  
D ev in e , 
(2 0 0 1 )
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8. P re fe re n c e  fo r  
an d
c o n su m p tio n  o f  
fu n c tio n a l fo o d
•  T h e  m o s t p re fe rre d  
fu n c tio n a l fo o d .
T ra d itio n a l fu n c tio n a l fo o d  
M o d e rn iz e d  tra d itio n a l 
fu n c tio n a l fo o d  
M o d e rn iz e d  fu n c tio n a l fo o d
S tu d y  # 1
9. In d iv id u a l 
p e rso n a l v a lu e s
•  C o n s u m e rs ’ p e rso n a l
v a lu e s  a re  m o re  in f lu e n tia l 
th an  c u ltu ra l v a lu e s  in 
fu n c tio n a l fo o d  
c o n su m p tio n .
E d u c a tio n
K n o w le d g e
S o c io e c o n o m ic  c h a n g e
R o k each
(1 9 7 3 )
10. C o m m itm e n t to  
fu n c tio n a l fo o d
•  B e h a v io u r  a n d  a tt itu d e  
to w a rd  fu n c tio n a l fo o d . 
T h is  v a r ia b le  m a y  b e  a 
d e p e n d e n t v a ria b le .
C o m m itm e n t to , an d  b e l ie f  an d  
tru s t  in , fu n c tio n a l fo o d
S tu d y  # 1
11. D e m o g ra p h ic  
p ro f ile s
•  P e rso n a l c h a ra c te r is tic s . G e n d e r , ag e , e d u c a tio n , 
o c c u p a tio n , in c o m e , ra c e  an d  
re lig io n .
S tu d y  #  1
12. E th n ic
id e n tif ic a tio n
•  S tre n g th  o f  e th n ic  
id e n tif ic a tio n .
L a n g u a g e , f r ie n d sh ip  n e tw o rk s , 
re l ig io u s  a ff ilia tio n , p a r tic ip a tio n  
in  c lu b s  an d  o rg a n iz a tio n s , 
e n d o g a m y , fo o d  p re fe re n c e , a n d  
tra d itio n a l c e le b ra tio n s .
D o n th u  an d  
C h e ria n  
(1 9 9 4 ) ; 
D e sh p a n d , 
H o y e r  an d  
D o n th u  
(1 9 8 6 ) ; 
A p p ia h  
(2 0 0 1 )
Source: Developed for this thesis
6.2.3 Measurement Scale Development
Three types of measurement scales were used in this research: nominal, ordinal and 
interval. The nominal and ordinal scales were used to prepare the respondents’ profiles. 
Using nominal scales (e.g., for race) meant that the answers to each question would be 
mutually exclusive and collectively exhaustive (Cooper & Emory, 1995). On the other 
hand, the ordinal scale was comprised of rank order numbers. For example, age group 
and income level. These scales were then assumed to be interval scales, as is commonly 
practiced in social science research (Perry, 1998). Finally, interval scales were used to 
measure the subjective characteristics of respondents. For example, respondents in this 
study were asked about their attitudes and behaviours in relation to functional food 
consumption. Interval scales were used because they arrange objects in a specified order 
and measure the distance between the differences in response ratings (Bums & Bush, 
2000; Churchill Jr. & Iacobucci, 2004; Malhorta, Hall, Shaw, & Oppenheim, 2002).
It is important to choose measurement scales wisely, because scales allow respondents 
to communicate their feelings, attitudes, opinions and evaluations in a quantifiable 
manner. A Likert scale (also known as a summated-rating scale) is one of the most 
widely used attitude-scaling techniques in marketing research (Churchill Jr., 2001). A
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seven-point Likert scale was used in the questionnaire for this study. The Likert scale 
has several advantages: it is easy to construct, it offers respondents choices and it allows 
the researcher to explore attitudinal dimensions (Oppenheim, 1992). Numbering the 
Likert scale 1 to 7 gives it interval properties suitable for multivariate analysis. Table 6- 
3 presents an example of the measurement scales used in this study.
Table 6-3: Example of Likert Scale used in the Questionnaire
Scale value C ategory
7 S trongly  agree
6 A gree
5 S lightly  agree
4 N either agree nor d isagree
3 S lightly  d isagree
2 D isagree
1 S trongly  d isagree
Source: Developed for this thesis
6.2.4 Translation
The questionnaire was initially constructed in English and then translated into Bahasa 
Malaysia (Malay language), the lingua franca understood by all three ethnic groups in 
Malaysia (Asmah, 1982). The Bahasa Malaysia version of the questionnaire was 
constructed using back-translation by a professional translator. This method was 
introduced by Green and White (1976). In the first step of back-translation, a Malaysian 
translator translated the English version into Bahasa Malaysia. Then, the translated 
Bahasa Malaysia version was translated back into the original English. This approach 
helps avoids discrepancies between the English and Bahasa Malaysia versions.
6.2.5 Preliminary Test
To check content validity, the questionnaire was reviewed by the researcher’s 
supervisors (both marketing professors) and three Malay lecturers. The questionnaire 
was then pre-tested to confirm the reliability and validity of each question. The pre­
testing was conducted on a sample of 20 Malay, Chinese and Indian consumers. The 
feedback from the pre-test was used to improve and finalize the questions.
6.2.6 Sampling Process and Data Collection
This step involved recruiting and training research assistants and gaining access to a 
survey population. A non-probability sample, which is a sample of the population that 
relies on personal judgement in the element selection process, is used as a sample. The 
usage of this sample and the underlying selection process prohibits the probability that 
any population element will be included in the study.The sample consists of all persons 
in Peninsular Malaysia who identified themselves as Malay, Chinese or Indian and who
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had consumed food with health benefits around the time this study was conducted. This 
technique is known as a convenience sampling. The major advantages of this approach 
are that it is simple and flexible, and that it enables the researcher to obtain a large 
number of completed questionnaires, quickly and economically.
The convenience sampling method was chosen, with individual subjects representing 
individual sampling units. The subjects for this study were selected on the basis of their 
availability to complete the survey form. The criteria used were geographic location, 
ethnicity, gender, social class, age and education level. This method has been suggested 
as satisfactory for theory-testing purposes (Sheth, Mittal, & Newman., 1999). The 
sample for this study comprised 1,500 participants, aged above 18 years, who were 
middle class consumers from the Malay, Chinese or Indian ethnic groups (500 
participants per group).
The total size of the sample (1,500 subjects) was selected for several reasons. First, the 
sample size is large enough to detect any differences, should they exist. Second, the 
numbers in the sample are appropriate for higher order multivariate analysis. According 
to Sekaran (2000), the sample size for multivariate analysis should be at least ten times 
more than the number of variables in the study. Third, the sample size has sufficient 
statistical power to reliably detect any medium effects (Olejnik, 1984). Fourth, the 
sample size is able to produce results at the statistical significance level of 0.05 
(Olejnik, 1984). Finally, the sample size is large enough to allow sufficient useful 
responses in case of non-response.
In order to obtain the required number of participants within the time frame, three 
research assistants were recruited (using personal contacts) to distribute and collect the 
survey forms at various public places, such as shopping complexes, government 
agencies in Putra Jaya, local universities, schools and companies around Klang Valley 
(Kuala Lumpur). The assistant were recruited for their professionalism, enthusiasm and 
confidence (Luck & Rubin, 1987; Malhorta, Hall, Shaw, & Oppenheim, 2002; Sekaran, 
2000). These characteristics are important for establishing rapport and trust with 
respondents (Sekaran, 2000). The research assistants were responsible for contacting 
respondents, and distributing and collecting the questionnaires.
6.2.7 Data Management
The data management approach for this study involved coding the responses and 
cleaning and screening the data prior to data analysis. The collected survey forms were
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subjected to basic screening to ensure that all the instructions were followed. This 
process is called editing (Churchill Jr., 2001). Editing involves inspecting the raw data 
to maintain some minimum quality standards. Each item and answer in the 
questionnaire was then coded using the Statistical Package for the Social Sciences 
(SPSS) version 14 for Windows. This analysis is called tabulation; it is a simple way 
listing data to check or count the number of cases that fall into various categories. The 
data were arranged into conveniently established, numerically ordered class groupings 
or categories (Berenson & Levine, 1992). Tabulating simply reports the number of 
responses that each question received and is the simplest way of determining the 
empirical distribution of the variables. This arrangement enabled the researcher to check 
the non-response, reliability and validity of each question before conducting in-depth 
analyses. Figure 6-3 presents a summary of how the data were analysed.
6.2.7.1 Non-Response Bias Checks
The process of cleaning and screening data includes checking for inconsistency and 
missing responses (Luck & Rubin 1987; Malhotra 1999)(Armstrong & Overton, 1977; 
Luck & Rubin, 1987). There will be non-responses in any survey method. The main 
reasons for non-response are respondent refusal and time constraints. It is worth noting 
that there is no statistical basis for accepting a particular response rate. What is 
important is that the sample is appropriate for the study.
There are three methods for dealing with item non-response: (i) treat the missing data as 
a separate category, (ii) conduct a multiple regression to determine the missing values 
and (iii) calculate a figure based on the average for that item (Churchill Jr., 1987). The 
third option was chosen for this study and average calculations were carried out on all 
the missing items.
6.2.7.2 Reliability Evaluation
Reliability refers to the similarity of results provided by independent but comparable 
measures of the same object, trait or construct (Churchill Jr., 1987). Bagozzi (1994) 
proposed a similar definition that recognizes the amount of agreement between 
independent attempts to measure the same theoretical concept. In essence, reliability is a 
method that describes the degree to which observations or measures are consistent or 
stable (Rosenthal & Feldman, 1992) or accurate and precise (Thorndike, Cunningham, 
Thorndike, & Hagen, 1991).
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A Cronbach coefficient alpha was used to test reliability. This is the most common 
method for assessing the reliability of a measurement scale with multi-point items 
(Hayes 1998). The coefficient, which reflects homogeneity among a set of items, varies 
from 0 to 1. Thus, when a Cronbach alpha value is small, the test is either too short or 
the items have very little in common and vice versa (Nunnally & Berstein, 1994). A 
good reliability should produce at least a coefficient value of 0.70 or higher (Hair, 
Anderson, Tatham, & Black, 1998).
6.2.7.3 Validity Evaluation
Validity is synonymous with the accuracy of the measuring instrument. It is the degree 
to which what is observed or measured is the same as what is purported to be observed 
or measured (Rosenthal & Feldman, 1992). There is external validity, which relates to 
the degree of generalizability and internal validity, which relates to the degree of 
validity of statements made about whether X causes Y (Rosenthal & Feldman, 1992). 
Determining validity is the most important consideration in test or questionnaire 
evaluation and involves content-related validity, criterion-related validity, and 
construct-related validity (American Psychological Association, 1985).
Construct validity refers to a measure of how well a test assesses some underlying 
construct (Salkind, 2003). Construct validity demonstrates the extent to which the 
constructs hypothetically relate to one another to measure a concept based on the 
theories underlying a research project (Malhotra 1999; Parasuraman 1991; Zikmund 
2000). For this study, construct validity was established by performing factor analysis. 
Factor analysis is used to measure the dimensions of a concept, and to identify which 
items are appropriate for each dimension.
Content validity focuses on the adequacy of the domain of the characteristics captured 
by the measure; it is also known as face validity (Churchill Jr., 1983). Content validity 
refers to whether the test adequately samples the relevant material it purports to cover 
(Rosenthal & Feldman, 1992). One of the best ways to test face validity is to define 
what the variable is and what it is not, and then measure and refine a large set of items. 
The items tested in this study were identified from the qualitative study and the relevant 
literature. Furthermore, the researcher’s supervisors were asked to review a list of 
measurement scales in a questionnaire format before it was sent out for pre-testing.
Criterion validity refers to the degree to which the test correlates with one or more 
outcome criteria (Rosenthal & Feldman, 1992). Criterion validity is characterized by
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predicting an outside criterion and by checking the instrument against some outcome. 
There are three types of criterion validity: postdiction, predictive and concurrent 
validity. Postdiction refers to the prediction of past events. Concurrent validity is 
normally used to validate a new test, where two tests are taken of the same person. 
Predictive validity refers to the ability to predict from an independent variable to a 
dependent variable (Kerlinger & Lee, 2000; Nunnally & Berstein, 1994).
6.2.8 Data Analysis
Four multivariate techniques were conducted to analyse data in this study, all using 
SPSS v. 14 and AMOS 5. These were: (i) t-tests, (ii) ANOVA, (iii) exploratory factor 
analyses and (iv) structural equation modelling. Figure 6-3 summarizes the data 
analysis, the details of which are discussed in subsequent sections.
7igure 6-3: Summary of Data Analysis_______________________________________
Categorical
Tabulation
ANOVA
t-tests
Reliability testing
Factor analysis
Tests of significance
Frequencies
Comparisons 
between groups
Measures of 
central tendency
Coding and data entry
Data analysis
Elimination of non­
contributory data
Exploratory factor 
analysis
Structural equation 
modelling
Data examination, testing for 
missing values and data validity
Source: Adapted and modified from Brennan (2001) for this thesis
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6.2.8.1 Correlation Analysis
Correlation analysis determines the strength and direction of association between two or 
more variables. The output of a correlation analysis is a correlation coefficient 
expressed as a number from +1 to -1. A value of + or -1 is indicative of a perfectly 
linear relationship (Anderson, Sweeney, & Williams, 1993). However, there are 
limitations to correlation analysis. First, even though this form of analysis identifies 
relationships, it does not imply causation. Second, as sample size increases, statistically 
significant relationships may be identified which are spurious. Consequently, further 
analysis may be required to fully understand the relationships between variables.
The assumptions underpinning correlation analysis are that the variables are related; the 
scale measurement used is interval or ratio; the data are normally distributed; the 
relationship between the variables are linear; and the variability in scores for one 
variable is approximately the same as that for the other variable (Coakes & Steed, 
1996).
6.2.8.2 t-Test
Based on the sample mean, a one-sample t-test measures population mean against a 
hypothesised value. The t-test analysis is straightforward and easy to interpret, resulting 
in the acceptance or rejection of the hypothesis being tested (at a particular significance 
level). In this study, the one-sample t-test was used to assess whether a population value 
significantly differs from a hypothesized value. The basic assumptions for t-tests are 
random sampling, independent measurements, and normal distribution (Townend, 2002) 
These assumptions are met in this research.
6.2.8.3 Analysis of Variance (ANOVA)
ANOVA is a technique used to determine whether or not samples come from 
populations with equal means. ANOVA allows a researcher to study a single factor or 
several factors (Bray & Maxwell, 1985; Townend, 2002). In this research, ANOVA was 
used to determine if the differences identified between ethnic groups were statistically 
significant. The basic assumptions underpinning ANOVA are random sampling, 
independent measurements, normal distribution, and equal of variance within groups 
(Townend, 2002). ANOVA examines the variance within groups and between groups 
and determines if the variance is due to error or if the differences between the 
populations are significant.
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6.2.8.4 Factor Analysis
Exploratory factor analysis (EFA) was performed to identity the common items of an 
underlying dimension or factor (Hair, Anderson, Tatham, & Black, 1998). This thesis 
uses both exploratory factor analysis (EFA) and confirmatory factor analysis (CFA). 
Factor analysis is a branch of multivariate analysis that is concerned with the internal 
relationship between a set of variables. The variables used in the multi-item scale in this 
study were analysed to determine if those variables could approximately explain a 
single factor (DeGroot, Ferber, Frankel et al., 1982).
6.2.8.5 Structural Equation Modelling (SEM)
Structural equation modelling (SEM) has become more popular as researchers better 
understand that there are certain conditions that threaten the quality of measurement 
tools (Steenkamp & Baumgartner, 1998; Vandenberg, 2002). SEM has been used to 
validate responses from different nations, ethnicities and genders. Some researchers use 
it to verify invariance in scales. There are clear guidelines for the test procedures for 
measurement invariance across groups in SEM (Byrne & Campbell, 1999; Steenkamp 
& Burgess, 2002). The initial tests examine covariance matrices and mean vectors in the 
measurement model. The next step is to test for configural invariance to reveal if the 
factorial structure of the construct is similar across groups. This is followed by a full 
metric invariance of those factors, followed by a scalar invariance model test. Further 
tests include full factor covariance invariance, full factor variance invariance and full 
error variance invariance (Steenkamp & Baumgartner, 1998).
The variables included in SEM are identified by analysing frequency tables and 
measures of central tendency and variability applicable to categorical data. Missing 
values are replaced by means, and the scale items are analysed for reliability and 
validity. At this point, unreliable or invalid items are removed from further analysis. 
The exploratory factor analysis was conducted to determine preliminary co-variance and 
correlations. Finally, the confirmatory single factors on each of the identified factors 
were conducted. The non-contributory variables were excluded for the final SEM 
analysis. Figure 6- 4 illustrates the variables involved in the inferential analysis, their 
functions and relationships. Details of procedures used in SEM are discussed in the data 
analysis chapter (Chapter 7).
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The AMOS version 5.0 software package was chosen for two reasons. It provides a 
graphical user interface, which is easy to understand, and it imports data directly from 
SPSS.
Figure 6-4: Functions of Study Variables and their Relationships
XI Cultural 
values
X4 Health 
behaviourX5 Personal 
values
X6 Value 
negotiation
Yl-FF
ConsumptionX2 Social 
change
Knowledge
Section F 
Indicators 
Q74 - Q93
Section D 
Indicators 
Q39-Q56
Section C 
Indicators 
Q30-Q38
Section E 
Indicators 
Q57-Q73
Section G 
Indicators 
Q94 - Q94
Section B & I 
Indicators 
Q13-Q29& 
Q118 - Q 126
Source: Developed for this thesis
6.2.8.6 Proposition Testing
The research propositions were tested with descriptive analysis, t-tests, ANOVA, 
discriminant analysis and structural equation modelling, as detailed in Table 6-4.
Table 6-4: Research Propositions
Research Propositions Method of Analysis
RPla: Culturally-based values significantly underlie consumer preferences 
for functional food.
t-test
RPlb: Oral traditions inherited from previous generations influence the 
consumption of functional foods by Malay, Chinese and Indian 
consumers.
t-test
RPlc: Malay, Chinese and Indian ethnic groups share certain similar food 
beliefs that influence the consumption of functional food.
Discriminant analysis
RP2: Knowledge influences functional food preferences. ANOVA
RP2a: Consumers get information on functional food from personal and 
impersonal sources.
Descriptive analysis
RP3: The perceived healthiness of functional foods affects the Descriptive analysis,
consumption of such food. structural equation 
modelling
I l l
R P 3 a: O ld e r  c o n su m e rs  th in k  th a t fu n c tio n a l fo o d s  a re  m o re  im p o rta n t 
th an  y o u n g e r  c o n su m e rs .
D e sc r ip tiv e  a n a ly s is
R P4: P re fe re n c e s  fo r  fu n c tio n a l fo o d  c o n v e rg e  d u e  to  c h a n g e s  in  so c ia l 
s tru c tu re .
D e sc r ip tiv e  a n a ly s is , 
S tru c tu ra l e q u a tio n  
m o d e llin g
R P 4 a: C o n su m e rs  fro m  d if fe re n t e th n ic  g ro u p s  p re fe r  m o d e rn iz e d  
fu n c tio n a l fo o d  o v e r  tra d itio n a l fu n c tio n a l fo o d .
D e sc r ip tiv e  a n a ly s is
R P 5 : C o n su m e rs  n e g o tia te  a n d  m a n a g e  th e ir  v a lu e s  w h e n  c o n su m in g  
fu n c tio n a l fo o d .
D e sc r ip tiv e  a n a ly s is  an d  
s tru c tu ra l e q u a tio n  
m o d e llin g
R P 6: C o n s u m e rs ’ p e rso n a l v a lu e s  ( te rm in a l an d  in s tru m e n ta l)  in f lu e n c e  
fu n c tio n a l fo o d  c o n su m p tio n .
D e sc r ip tiv e  a n a ly s is  an d  
s tru c tu ra l e q u a tio n  
m o d e llin g
Source: Developedfor this thesis
6.2.9 Ethical Considerations
Ethical clearance for Study #2 was obtained from Human Research Ethics Committee of 
the Australian National University prior to undertaking the pilot study and distributing 
the survey forms to the actual sample. The clearance protocol number is 2006/352. The 
information sheet and consent forms used are provided in Appendix E and F.
6.3 Conclusion
The purpose of Study #2 is to move from a substantive theory to a formal theory of 
functional food consumption in a multicultural society. This chapter illustrates the 
various components of the quantitative methodology adopted. The chapter explains how 
the researcher created the questionnaire, collected the data, checked non-response bias, 
and evaluated reliability and validity. The chapter clarifies the measurement scales used 
and introduces the data analysis. The results and findings of the study will be discussed 
in the next chapter (Chapter 7).
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7 CHAPTER 7: RESULTS AND DISCUSSION OF QUANTITATIVE
ANALYSIS
7.1 Introduction
Chapter 7 discusses the results of the quantitative data analysis conducted to test six 
research propositions. These propositions were used to develop a model of functional 
food consumption, based on the qualitative findings from Chapter 5. The results 
analysed are based on 600 respondents; 200 from each of the Malay, Chinese and Indian 
ethnic groups. Each research proposition was analysed and will be discussed. The 
chapter describes how the five dimensions of the functional food consumption model 
were developed using structural equation modelling. The chapter concludes by 
summarizing the cross-cultural analysis. In general, the results support the research 
propositions.
7.2 Preliminary Examination of Data
A total of 250 survey forms were distributed to each of the three ethnic groups, for a 
total of 750 surveys. After preliminary screening, 600 useable forms were returned for 
data input—a response rate of 80 percent. Descriptive statistics including frequency, 
minimum, maximum, means, range, standard deviation and variance were obtained for 
the interval-scaled variables. These descriptive statistics were derived to check for non­
response bias such as missing values, outliers and normality in the final data set. The 
average calculations (Churchill Jr., 1987) were carried out on all the missing items; 
however non response bias were very minimal because only useable survey forms were 
used.
7.3 Respondent Profile
Table 7.1 outlines the demographic characteristics of the study in terms of gender, age, 
marital status, education, income level, ethnicity and religion. The sample consists of an 
equal number of Malays, Chinese and Indians because this was controlled in the 
sampling technique. Nevertheless, there is a gender bias in the sample: 61.33 percent of 
the sample was female, 38.67 percent was male.
Table 7-1: Respondent Profile
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Malay Chinese Indian No. of 
Respondents
%
Gender Male 86 84 62 232 38.67
Female 114 116 138 368 61.33
Age 18-24 years 39 19 28 86 14.3
25 - 29 years 55 49 53 157 26.2
30 - 34 years 41 54 49 144 24.0
35 - 39 years 32 34 32 98 16.3
40 - 44 years 18 17 18 53 8.8
45 - 49 years 11 11 9 31 5.2
50 - 54 years 4 9 8 21 3.5
55 - 60 years 0 4 2 6 1.0
Above 61 years 0 3 1 4 0.7
Marital status Single 95 83 88 266 44.3
Married 101 111 100 312 52.0
Widow/divorced 4 6 12 22 3.7
Education SPM* 38 21 23 82 13.7
STPM* */Diploma/Matrices 55 59 77 191 31.8
Degree 91 103 85 279 46.5
Masters 15 15 12 42 7.0
PhD 1 1 2 4 0.7
Others 0 1 1 2 0.3
Income level 
Ringgit 
Malaysia/ 
month
Below RM 1,000 29 19 33 81 13.5
RM1,000 - RM 1,999 72 30 60 162 27.0
RM 2,000 - RM 2,999 48 69 65 182 30.3
RM 3,000 - RM 3,999 30 52 32 114 19.0
RM 4,000 - RM 4,999 11 17 7 35 5.8
Above RM 5,000 10 13 3 26 4.3
Ethnicity Malay 200 0 0 200 33.3
Chinese 0 200 0 200 33.3
Indian 0 0 200 200 33.3
Religion Islam 197 1 9 207 34.5
Buddha 0 142 2 144 24.0
Tao 0 9 1 10 1.7
Christianity 2 43 45 90 15.0
Hindu 0 0 136 136 22.7
Non-believer 1 5 0 6 1.0
Others 0 0 7 7 1.2
* Malaysian Certificate of Education - a national examination taken by all fifth form students in Malaysia 
** Malaysian Higher School Certificate - a pre-university examination taken by students in Malaysia 
Note: N= 600; Source: Analysis o f survey data.
The overall age of the sample is young, more than half of the respondents are between 
18 and 34 years old and only a few are older than 40. Respondents are fairly evenly 
distributed between married (52%) and single (44%); a few are widowed or divorced 
(3.7%). The educational background of the respondent set is varied; almost half of the 
respondents do not have a university degree. The Chinese group is more educated (mean 
of 2.595) than the Malays (mean of 2.430) and Indians (mean of 2.480), based on a 
comparison of means in the seven-point Likert scale.
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The income distribution of the sample indicates that respondents come from a variety of 
socioeconomic backgrounds and that the Chinese (3.285) are better off than the Malays 
(2.760) and Indians (2.640). The religions of the respondents are also varied. The 
Malays are, by definition Muslim; the other ethnic groups are mainly Christian, 
Buddhists and Hindus.
7.4 Analysis of Research Propositions
This section will present the results of testing the six research propositions developed 
from the results of the qualitative study. These research propositions are related to 
culture-based values and food beliefs; knowledge; perceived healthiness; social change 
and cultural convergence; value negotiation process; and personal values.
7.4.1 Research Proposition 1
RPla: Culturally-based values significantly underlie consumer ANOVA
preferences toward functional food.
Research Proposition 1 consists of three sub-propositions developed to test the influence 
of culturally-based values on functional food consumption. Five items measured 
cultural values and six items measured food beliefs. All items were measured using a 
seven-point Likert scale on which 1 indicated that the respondent strongly disagreed 
with a statement and 7 indicated that they strongly agreed.
Research Proposition la tests if culturally-based values significantly underlie consumer 
preferences for functional food. The culturally-based values which were measured by 
the five-item scales have an alpha reliability test of 0.755. ANOVA was used to answer 
the proposition and the results are presented in Table 7-2. A post hoc test is performed 
to see whether the means from three ethnic groups are significantly different. Turkey’s 
test is used for multiple comparisons under the post hoc tests. Tukey’s test was chosen 
because of the equal sample sizes and similar population variances (Field, 2005). The 
Tukey’s test also has good power and tight control over Type I error rates.
Table 7-2: Statistical Means and ANOVA Analysis of RPla
I te m s E th n ic ity N M e a n S td .
D ev
S u m  o f  
S q u a re s
d f M e a n
S q u a re
F Sig .
Q 1 4 : F u n c tio n a l fo o d M a la y 2 0 0 4 .5 8 0 1 .277 3 5 .0 4 2 17 .5 2 0 10 .34 .0 0 0
fro m  m y  e th n ic  c u ltu re  is 
m o re  e ffe c tiv e  th an  th o se
C h in e se 2 0 0 4 .6 4 0 1.443
1 0 1 1 .9 2
1 0 4 6 .9 6
59 7
59 9
1.695
fro m  o th e r  e th n ic  g ro u p s . In d ian 2 0 0 5 .1 2 0 1 .172
T o ta l 6 0 0 4 .7 8 0 1 .322
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Q 1 6 : M y  e th n ic  c u ltu ra l 
b a c k g ro u n d  d e te rm in e s  
m y  p re fe re n c e  to w a rd  
fu n c tio n a l food .
M a la y 2 0 0 5 .2 2 5 1 .230 12.41
798 .51
8 1 0 .9 2
2
59 7
5 9 9
6 .2 0 7
1 .338
4 .6 4 .010
C h in e se 2 0 0 5 .2 1 5 1 .244
In d ian 2 0 0 5 .5 2 5 0 .9 7 7
T o ta l 6 0 0 5 .3 2 2 1 .164
Q 1 7 : C o n su m in g  
fu n c tio n a l fo o d  is a p a r t 
o f  m y  e th n ic  c u ltu re .
M a la y 2 0 0 5 .3 3 0 1 .057 13 .22
6 4 5 .6 5
6 5 8 .8 7
2
5 97
5 99
6 .6 1 2
1.081
6.11 .0 0 2
C h in e se 2 0 0 5 .3 7 5 1 .132
In d ian 2 0 0 5 .6 6 5 0 .9 2 0
T o ta l 6 0 0 5 .4 5 7 1 .049
Q 18: I th in k  o ra l tr a d itio n  
is th e  m o s t tru s te d  so u rc e  
o f  in fo rm a tio n  on  th e  
b e n e fit o f  tr a d itio n a l 
fu n c tio n a l fo o d .
M a la y 2 0 0 5 .2 9 0 1 .110 2 2 .9 2
750 .41
7 7 3 .3 3
2
59 7
59 9
11 .4 6 2
1 .257
9 .1 2 .0 0 0
C h in e se 2 0 0 5 .1 7 5 1 .2 6 6
In d ian 2 0 0 5 .6 3 5 0 .9 6 8
T o ta l 6 0 0 5 .3 6 7 1 .136
Q 2 1: M y  fo o d  b e l ie f  is 
in f lu e n c e d  b y  m y  e th n ic  
c u ltu re .
M a la y 2 0 0 5 .3 0 0 1 .1 5 6 9 .2 2
8 1 9 .7 4
8 2 8 .9 6
2
59 7
5 9 9
4 .6 1 2
1.373
3 .3 6 .035
C h in e se 2 0 0 5 .2 1 5 1.181
In d ian 2 0 0 5 .5 1 0 1 .178
T o ta l 6 0 0 5 .3 4 2 1 .1 7 6
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The overall results indicate that that consumer cultural values play an important role in 
functional food preferences. The results indicate that there are significant differences 
among the mean responses (with p<0.05) for all items, which supports Research 
Proposition la for the overall population. However, the post hoc multiple comparisons 
using Turkey’s test (Table 7-3) show that there aren’t significant differences among the 
means of the three ethnic groups.
Table 7-3: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D e p e n d e n t
V a ria b le
(I) E th n ic ity (J)
E th n ic ity
M e a n
D iffe re n c e
(I-J )
S td . E rro r S ig . 9 5 %  C o n fid e n c e  
In te rv a l
L o w e r
B o u n d
U p p e r
B o u n d
Q 1 4 M a la y C h in e se - .0 6 0 0 0 .1 3 0 1 9 .890 -.3 6 5 9 .2 4 5 9
In d ian -,5 4 0 0 0 (* ) .1 3 0 1 9 .000 -.8 4 5 9 -.2341
C h in e se M a la y .0 6 0 0 0 .1 3 0 1 9 .890 -.2 4 5 9 .3 6 5 9
In d ia n -.4 8 0 0 0 (* ) .1 3 0 1 9 .001 -.7 8 5 9 -.1741
In d ia n M a la y ,5 4 0 0 0 (* ) .1 3 0 1 9 .0 0 0 .2341 .8 4 5 9
C h in e se .4 8 0 0 0 (* ) .1 3 0 1 9 .001 .1741 .7 8 5 9
Q 1 6 M a la y C h in e se .0 1 0 0 0 .1 1 5 6 5 .9 9 6 -.2 6 1 7 .2 8 1 7
In d ia n -,3 0 0 0 0 (* ) .1 1 5 6 5 .026 -.5 7 1 7 -.0 2 8 3
C h in e se M a la y -.0 1 0 0 0 .1 1 5 6 5 .996 -.2 8 1 7 .2 6 1 7
In d ian - .3 1 0 0 0 H .1 1 5 6 5 .021 -.5 8 1 7 -.0 3 8 3
In d ian M a la y ,3 0 0 0 0 (* ) .1 1 5 6 5 .0 2 6 .02 8 3 .5 7 1 7
C h in e se .3 1 0 0 0 H .1 1 5 6 5 .021 .03 8 3 .5 8 1 7
Q 1 7 M a la y C h in e se - .0 4 5 0 0 .1 0 3 9 9 .9 0 2 -.2 8 9 3 .19 9 3
In d ian -,3 3 5 0 0 (* ) .1 0 3 9 9 .0 0 4 - .5 7 9 3 -.0 9 0 7
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C h in e se M a la y .0 4 5 0 0 .1 0 3 9 9 .902 - .1 9 9 3 .2 8 9 3
In d ian -.2 9 0 0 0 (* ) .1 0 3 9 9 .015 -.5 3 4 3 -.0 4 5 7
In d ia n M a la y .3 3 5 0 0 ( 0 .1 0 3 9 9 .0 0 4 .0 9 0 7 .5793
C h in e se .2 9 0 0 0 ( 0 .1 0 3 9 9 .015 .0 4 5 7 .53 4 3
Q 1 8 M a la y C h in e se .1 1 5 0 0 .11211 .561 -.1 4 8 4 .3 7 8 4
In d ian - .3 4 5 0 0 ( 0 .11211 .0 0 6 -.6 0 8 4 -.0 8 1 6
C h in e se M a la y - .1 1 5 0 0 .11211 .561 -.3 7 8 4 .1 4 8 4
In d ian - .4 6 0 0 0 ( 0 .11211 .000 -.7 2 3 4 -.1 9 6 6
In d ian M a la y .3 4 5 0 0 ( 0 .11211 .0 0 6 .0 8 1 6 .6 0 8 4
C h in e se .4 6 0 0 0 ( 0 .11211 .0 0 0 .1 9 6 6 .7 2 3 4
Q 21 M a la y C h in e se .0 8 5 0 0 .1 1 7 1 8 .7 4 9 - .1 9 0 3 .36 0 3
In d ian - .2 1 0 0 0 .1 1 7 1 8 .173 -.4 8 5 3 .0653
C h in e se M a la y - .0 8 5 0 0 .1 1 7 1 8 .7 4 9 -.3 6 0 3 .1903
In d ian - .2 9 5 0 0 ( 0 .1 1 7 1 8 .0 3 2 - .5 7 0 3 -.0 1 9 7
In d ian M a la y .2 1 0 0 0 .1 1 7 1 8 .173 -.0 6 5 3 .48 5 3
C h in e se .2 9 5 0 0 ( 0 .1 1 7 1 8 .0 3 2 .0 1 9 7 .5703
*  The mean difference is significant at the . 05 level.
The Turkey’s tests for Q14, Q16, Q17 and Q18 (Table 7-3) show that there are 
significant differences between the Indian means and those of the other ethnic groups. 
In Q21, the Indian mean is only significantly different from the Chinese mean. The 
overall results indicate that consumer culturally-based values significantly underlie 
functional food preferences. However, the mean responses for Indians are significantly 
different from the means of the other two ethnic groups.
RPlb: Oral traditions inherited from previous generations t-test
influence consumption of functional food by Malay,
Chinese and Indian consumers.
Research Proposition lb examines whether the consumption of functional food is 
influenced by inherited beliefs transferred through oral tradition. Oral traditions were 
measured using the four items with an alpha reliability test of 0.700 outlined in Table 7- 
4. The one-tailed t-tests were conducted with the mean is greater than four as the 
midpoint on the Likert scale rather than zero to test the RPlb.
Table 7-4: One-Sample t-test Analysis of RPlb
Item s N M e a n S td . D ev Sig .
( 1- ta ile d )
Q 1 5 : T h e  k n o w le d g e  o f  tr a d it io n a l fu n c tio n a l fo o d  
g e ts  p a sse d  fro m  g e n e ra tio n  to  g e n e ra tio n .
6 0 0 5 .7 2 5 0 .8 6 2 5 2 < 0 .0 0 1
Q 1 8: I th in k  o ra l tr a d it io n  ( tra d itio n a l k n o w le d g e )  is 
th e  m o s t tru s te d  so u rc e  o f  in fo rm a tio n  on  th e  b e n e f i t  
o f  tra d itio n a l fu n c tio n a l fo o d .
6 0 0 5 .3 6 6 7 1 .1 3 6 2 4 < 0 .0 0 1
Q 1 9 : O ra l tr a d it io n  is a  v a lu a b le  so u rc e  o f  le a rn in g  
an d  u n d e rs ta n d in g  o n e ’s m y  o w n  e th n ic  c u ltu re .
6 0 0 5 .4 0 6 7 1 .0 6 6 0 8 < 0 .001
Q 3 8 d : I g e t in fo rm a tio n  o n  tra d itio n a l fu n c tio n a l 
fo o d  fro m  o ra l tra d itio n .
6 0 0 5 .7 2 0 0 1 .2 6 3 9 6 < 0 .001
Note: N= 600, t-test significant at p<0.001; Source: Analysis o f survey data.
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The results show that all the items have a mean greater than four, indicating that 
consumers agree (either slightly or strongly) with the statements. These results are 
supported by the one-tailed t-test which shows that all items are significantly greater 
than four with pO.OOl. Together, these findings show that respondents are concerned 
about oral tradition, as both knowledge and as a salient component in the decision to 
consume functional food. Research Proposition lb is supported. Oral tradition inherited 
from previous generations does influence the functional food consumption of Malay, 
Chinese and Indian consumers.
RPlc: Malay, Chinese and Indian ethnic groups share certain Discriminant 
similar food beliefs that influence the consumption of analysis
functional food.
Research Proposition lc states that Malay, Chinese and Indian consumers share similar 
food beliefs, which influences their functional food consumption. This proposition is 
tested by discriminant analysis, using six items measured on a seven-point Likert scale. 
The reliability test alpha was 0.700. The objective of this analysis is to determine 
whether the means of each indicator across ethnic groups cluster together. This analysis 
will test whether the three ethnic groups have a shared mutual understanding of food 
beliefs such that the food belief indicators cannot be separated by ethnicity.
Discriminant analysis was conducted and the results of Levene’s test of equality of error 
variances were significant for items Q26 and Q27. Therefore, these observed variables 
were dropped so that the data did not violate the assumption of equal variances. The 
results of the group analysis are shown in Table 7.5.
Table 7-5: Group Statistics of RPlc
E th n ic ity Item s M e a n S td . V a lid  N  (lis tw ise )
D e v ia tio n U n w e ig h te d W e ig h te d
M a la y Q 2 2 : F o o d  is p e rc e iv e d  as 
h a v in g  an  in te rn a l h o tn e s s  o r  
“ c o ld n e s s” e ffe c t to  th e  b o d y  
e v en  th o u g h  th e  fo o d  d o e s  n o t 
lo o k  c o ld  o r  ho t.
5 .6 9 5 0 1 .0428 2 0 0 2 0 0
Q 2 3 : D iffe re n t p e o p le  h av e  
d if fe re n t b o d ily  e ffe c ts  to  
‘h o tn e s s ’ o r  ‘c o ld n e s s ’ fro m  
c e r ta in  fo o d s  th e y  ea t.
5 .6 1 5 0 .9 4 9 4 2 0 0 2 0 0
Q 2 4 : T h e  im b a la n c e  o f  
p e rc e iv e d  ‘c o ld n e s s ’ an d  
‘h o tn e s s ’ in  th e  b o d y  can  
c a u se  illn e ss .
5 .4 9 5 0 1 .0844 2 0 0 2 0 0
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Q25: I believe that certain 
foods can cause illness if they 
are eaten in excessive 
amounts.
6.1700 .7374 200 200
Chinese Q22 5.6000 .9243 200 200
Q23 5.6800 .9338 200 200
Q24 5.5500 1.1017 200 200
Q25 6.0650 .8211 200 200
Indian Q22 5.7300 .7348 200 200
Q23 5.6850 .8830 200 200
Q24 5.5500 1.0786 200 200
Q25 5.9800 .7567 200 200
Total Q22 5.6750 .9097 600 600
Q23 5.6600 .9215 600 600
Q24 5.5317 1.0868 600 600
Q25 6.0717 .7752 600 600
Note: N= 600; Source: Analysis o f survey data.
The results indicate that each ethnic group agrees with all the food beliefs statements. 
The Malay, Chinese and Indian means range from 5.495 to 6.170, indicating that there 
are only small differences among the three ethnic groups on each variable. As the 
sample consists of three ethnic groups, two discriminant functions were estimated. Two 
eigenvalues and two discriminant functions were calculated. The first eigenvalues 
account for 70.9 percent of the explained variance. The second account for 29.15 
percent of the explained variance. For the first eigenvalue, the associated canonical 
correlation is 0.116, indicating that it explains 11.6 percent of the variation in the data. 
For the second eigenvalue, the associated canonical correlation is 0.075, indicating that 
it explains 7.5 percent of the variation in the data. This is summarised in Table 7-6
Table 7-6: Eigenvalues of RPlc
Function Eigenvalue % of Variance Cumulative % Canonical Correlation
1 .014(a) 70.9 70.9 .116
2 .006(a) 29.1 100.0 .075
First 2 canonical discriminant functions were used in the analysis.
Generally, the predictors are varied. The observed variable Q25 (in Table 7-7) has a 
relatively large standardised coefficient, contributing more to the discriminating power 
of the Function 1, compared to other predictors with smaller coefficients. Q22 
contributes most to the power of the discriminant for Function 2. The results are 
summarized in Table 7-8. Function 1 indicates that certain foods can cause illness if 
they are eaten in excessive amounts. Function 2 indicates that food is perceived as 
having an internal ‘hotness’ or ‘coldness’ effect on the body, even though the food does 
not look cold or hot.
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Table 7-7: Standardized Canonical Discriminant Function Coefficients of RPlc
Items Function
1 2
Q22: Food is perceived as having an internal “hotness” or “coldness” 
effect to the body even though the food does not look cold or hot.
.120 1.099
Q23: Different people have different bodily effects to ‘hotness’ or 
‘coldness’ from certain foods they eat.
-.395 -.455
Q24: The imbalance of perceived ‘coldness’ and ‘hotness’ in the body can 
cause illness.
-.302 -.263
Q25:1 believe that certain foods can cause illness if they are eaten in 
excessive amounts.
.974 -.166
The structure matrix in Table 7-9 gives some idea of the relative importance of the 
predictors. The simple correlations between each predictor and the discriminant 
function represent the variance that the predictor shares with the function. However, 
these correlations should be interpreted with caution. Function 1 gives a large weighting 
to Q25 and small weightings to Q23 and Q24. All predictors give an absolute 
correlation between each variable and discriminant Function 1. Function 2 heavily 
weights Q22 and gives absolute correlation between discriminant Function 2.
Table 7-8: Structure Matrix of RPlc
Items Function
1 2
Q25 .85 5 0 -.180
Q23 -.2860 -.121
Q24 -,193(*) -.103
Q22 -.035 .80 8 0
Pooled within-groups correlations between discriminating variables and standardized canonical 
discriminant functions.
Variables ordered by absolute size of correlation within function. Absolute correlation indicates that value 
of the statistic ignoring its positive or negative signs.
* Largest absolute correlation between each variable and any discriminant function.
The colonial discriminate function diagram shows that the three ethnic groups are 
clustered together. This suggests that the indicators of food beliefs cannot be separated 
among Malays, Chinese and Indians, supporting Research Proposition lc. Therefore, we 
can say that Malays, Chinese and Indians share certain similar food beliefs that 
influence their consumption of functional food.
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Table 7-9:Classification Function 
Coefficients of RPlc
Canonical Discriminant Functions
n
i
Ib.
Discussion for RP1
The results indicate that culture is a significant determinant of functional food 
consumption. These findings are consistent with those of Fieldhouse (1986) and Sobal 
(1998) who argue that food, eating and nutrition are strongly shaped by custom and 
culture. Cultural food preferences and eating patterns shape food choices, which create 
demands that influence food product development (Sobal, 1998).
The analysis for Research Proposition 1 a shows that traditional cultural practices reflect 
the cultural values held by members of each ethnic group in Malaysia. These results are 
in line with the qualitative results. Each ethnic group has specific traditional cultural 
practices that are believed to benefit members of the group in terms of lifestyle, health 
and illness. The results support Research Proposition la that cultural variation among 
the three ethnic groups in Malaysia influences the consumption of functional foods to 
prevent or cure certain types of illnesses; this is especially true for the Indian group.
The importance of oral tradition is supported by the quantitative results, qualitative data 
and prior literature. The qualitative data showed that consuming (and preparing) certain 
types of functional food in a traditional way is a practice embedded in Malay, Chinese 
and Indian cultures. The quantitative results also show that oral tradition is a salient 
component in the consumption of functional food.
Functional foods have been regarded as an integral part of traditional culture in 
Malaysia. Consumers’ traditional food knowledge and their food beliefs are inherited
Ethnicity 
O Malay
0  Chinese 
Indian
1  Group Centroid
° ° °  .£is 0°
» o  gcf
o . Matey
aVmestindiain ~ 0
5 *>*o°
o
%
o°
-2.5 0.0
Function 1
Item s E th n ic ity
M a la y C h in e se In d ian
Q 2 2 4 .3 0 6 4 .1 1 5 4 .311
Q 23 3 .0 9 2 3 .2 4 0 3 .1 9 4
Q 2 4 1.225 1.311 1.295
Q 25 8 .7 9 5 8 .5 8 8 8 .4 3 4
(C o n s ta n t) -5 2 .5 4 -5 1 .5 0 -5 1 .3 4
Fisher's linear discriminant functions
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from generation to generation (Ahmad, 1996). Bakker (2003) indicates that knowledge 
obtained from oral tradition is the most preferred and trusted information source of 
knowledge. Oral tradition also helps consumers to learn about and understand their own 
culture (Chamarik, 1999).
The Malay, Chinese and Indian cultures provide a template for consumer perceptions of, 
and preferences for, functional food. The quantitative analysis confirms that the three 
cultures similarly believe that foods can be cooling, heating or bisa (allergic or airy). 
Each culture believes that unbalanced consumption of these foods can disharmonize the 
body system.
These similarities in food beliefs arise for three reasons as discussed in Chapter 5. First, 
the Malay Peninsula was an early trading centre for travellers from China and India 
(Laderman, 1983) who exchanged medical ideas and cultural goods. Second, the basic 
concepts of traditional medicine in the Malay, Indian (Ayurvedic) and Chinese 
(Traditional Chinese Medicine) ethnic groups are similar (Svoboda & Lade, 1995). 
Third, in a multicultural society like modern-day Malaysia, the three ethnic groups 
interact and exchange information. They gain common knowledge via reading, word of 
mouth, the media and their own experiences. Therefore, classifying food into hot, cold 
and bisa is common to all three ethnic groups.
7.4.2 Research Proposition 2
RP2a: Knowledge influences functional food preferences. ANOVA
Research Proposition 2a measures the influence of knowledge on the consumption of 
functional food products. Knowledge is defined as understanding of what type of 
functional food to consume, based on personal preference, experience, product category 
knowledge and information-seeking behaviour. The factor is measured on a seven-point 
Likert scale with alpha reliability test 0.707 and analysed with ANOVA. The full results 
are shown in Table 7-10. Post hoc tests, using Turkey’s tests, are performed to see 
whether the ethnic group means are significantly different.
Table 7-10: Statistical Means and ANOVA Analysis of RP2a
I te m s E th n ic i ty N M e a n S td .
D e v
S u m  o f  
S q u a r e s
d f M e a n
S q u a re
F S ig .
Q 3 0 : I k n o w  w h ic h  ty p e M a la y 2 0 0 4 .7 9 0 1 .2 0 6 2 3 .6 0 2 1 1 .8 0 2 8 .5 3 .0 0 0
o f  f u n c t io n a l  f o o d  to C h in e s e 2 0 0 5 .0 9 5 1 .1 5 9 8 2 5 .8 0
8 4 9 .4 0
5 9 7
5 9 9
1 .3 8 3
c o n s u m e .
In d ia n 2 0 0 5 .2 7 0 1 .1 6 4
T o ta l 6 0 0 5 .0 5 2 1 .1 9 1
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Q 3 1: 1 h a v e  m y  o w n  
p re fe r re d  ty p e  o f  
fu n c tio n a l fo o d .
M a lay 2 0 0 4 .9 6 0 1 .299 4 .7 2
9 0 1 .7 5
9 0 6 .4 7
2
59 7
5 9 9
2 .3 6 2
1 .510
1.56 .2 1 0
C h in e se 2 0 0 5 .0 9 5 1.101
In d ian 2 0 0 5 .1 7 5 1 .278
T o ta l 60 0 5 .0 7 7 1 .230
Q 3 2 : I c o n su lt so m e o n e  
b e fo re  I co n su m e  
fu n c tio n a l fo o d .
M a la y 2 0 0 5 .1 4 5 1.335 .21
1 0 5 8 .3 9
1 0 5 8 .6 0
2
5 9 7
5 9 9
.107
1.773
.06 .9 4 2
C h in e se 2 0 0 5 .1 0 5 1 .238
In d ian 2 0 0 5 .1 4 5 1 .416
T o ta l 6 0 0 5 .1 3 2 1 .330
Q 3 3 : I k n o w  th e  b e n e fits  
o f  fu n c tio n a l fo o d .
M a la y 2 0 0 4 .8 1 0 1 .430 4 0 .3 4
1 0 1 5 .4 6
1 0 5 5 .8 0
2
59 7
5 9 9
2 0 .1 7 2
1.701
11 .86 0 0 0
C h in e se 2 0 0 5 .1 9 5 1.325
In d ian 2 0 0 5 .4 4 0 1 .142
T o ta l 6 0 0 5 .1 4 8 1 .328
Q 3 4 : I k n o w  a  lo t on 
d if fe re n t ty p e s  o f  
fu n c tio n a l fo o d s .
M a la y 2 0 0 4 .2 0 0 1 .425 3 6 .4 2
1 2 4 0 .9 8
1 2 7 7 .4 0
2
5 97
5 9 9
18 .212
2 .0 7 9
8 .76 .0 0 0
C h in e se 2 0 0 4 .4 1 0 1 .457
In d ian 2 0 0 4 .7 9 5 1.443
T o ta l 6 0 0 4 .4 6 8 1 .460
Q 3 7 . I k n o w  w h e re  to  
fin d  in fo rm a tio n  on  th e  
fu n c tio n a l fo o d  th a t I 
n eed .
M a la y 2 0 0 4 .9 4 0 0 1 .214 12 .89
8 4 4 .7 8
8 5 7 .6 7
2
59 7
5 9 9
6 .4 4 7
1.415
4 .5 6 .011
C h in e se 2 0 0 5 .2 1 0 0 1.083
In d ian 2 0 0 5 .2 8 0 0 1 .265
T o ta l 6 0 0 5 .1 4 3 3 1 .197
Note: N= 200; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The overall results indicate that consumer knowledge influences functional food 
preferences. The results for Q31 and Q32 show that there are no significant differences 
among the three ethnic group means. There are significant differences among the mean 
responses (with p<0.05) for Q30, Q33, Q34 and Q37, which supports Research 
Proposition 2a for the overall population. The post hoc multiple comparisons (Table 7- 
11) show that there are not always significant differences among the three ethnic group 
means.
Table 7-11: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D e p e n d e n t
V a ria b le
(I) E th n ic ity (J )  E th n ic ity M ean
D iffe re n c e
(I-J )
S td .
E rro r
S ig . 9 5 %  C o 
In te
L o w e r
B o u n d
n fid en ce
rv a l
U p p e r
B o u n d
Q 3 0 M a la y C h in e se -.3 0 5 0 0 (* ) .11761 .0 2 6 -.5 8 1 3 -.0 2 8 7
In d ian - .4 8 0 0 0 H .11761 .0 0 0 -.7 5 6 3 -.2 0 3 7
C h in e se M a la y ,3 0 5 0 0 (* ) .11761 .0 2 6 .0 2 8 7 .58 1 3
In d ian - .1 7 5 0 0 .11761 .2 9 7 -.4 5 1 3 .10 1 3
In d ian M a la y ,4 8 0 0 0 (* ) .11761 .0 0 0 .2 0 3 7 .7 5 6 3
C h in e se .1 7 5 0 0 .11761 .2 9 7 -.1 0 1 3 .45 1 3
Q 33 M a la y C h in e se - . 3 8 5 0 0 0 .1 3 0 4 2 .0 0 9 -.6 9 1 4 -.0 7 8 6
In d ian - . 6 3 0 0 0 0 .1 3 0 4 2 .000 -.9 3 6 4 -.3 2 3 6
C h in e se M a la y . 3 8 5 0 0 0 .1 3 0 4 2 .009 .0 7 8 6 .6 9 1 4
In d ian -.2 4 5 0 0 .1 3 0 4 2 .1 4 6 -.5 5 1 4 .0 6 1 4
In d ian M a la y . 6 3 0 0 0 0 .1 3 0 4 2 .0 0 0 .3 2 3 6 .9 3 6 4
C h in e se .2 4 5 0 0 .1 3 0 4 2 .1 4 6 -.0 6 1 4 .5 5 1 4
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Q34 Malay Chinese -.21000 .14418 i  'V. J  1 J -.5488 .1288
Indian -,59500(*) .14418 .000 -.9338 -.2562
Chinese Malay .21000 .14418 .313 -.1288 .5488
Indian -,38500(*) .14418 .021 -.7238 -.0462
Indian Malay ,59500(*) .14418 .000 .2562 .9338
Chinese ,38500(*) .14418 .021 .0462 .7238
Q37 Malay Chinese -.27000 .11896 .061 -.5495 .0095
Indian -.34000H .11896 .012 -.6195 -.0605
Chinese Malay .27000 .11896 .061 -.0095 .5495
Indian -.07000 .11896 .826 -.3495 .2095
Indian Malay ,34000(*) .11896 .012 .0605 .6195
Chinese .07000 .11896 .826 -.2095 .3495
* The mean difference is significant at the .05 level.
The Turkey’s test on Q30 and Q33 (Table 7-10) shows that the Malay mean is 
significantly different from the means for the other two ethnic groups. The Malay mean 
on Q34 is only significantly different from the Indian mean. Likewise, the Chinese 
mean is only significantly different from the Indian mean. For Q37, the Malay mean is 
only significantly different from the Indian mean. The overall results indicate that 
consumer knowledge influences functional food preferences. However, the Malay 
ethnic group response means tend to be significantly different from those of the other 
two ethnic groups.
RP2b: Consumers get information on functional food from Descriptive
personal and impersonal sources. analysis
Research Proposition 2b was formulated to measure if consumers get information on 
functional food from personal or impersonal information sources. The items to test the 
proposition estimate which information sources (personal vs. impersonal) consumers 
use for traditional, modernized and other ethnic functional food. Eight personal 
information sources and ten impersonal sources were assessed. Table 7-12 summarizes 
the results.
Table 7-12: Statistical Means for Sources of Information of RP2a
Items N Traditional functional 
food
Modernized functional 
food
Other ethnic culturally- 
based functional food
Mean Std. Dev Mean Std. Dev Mean Std. Dev
Friends/work
colleagues*
600 4.7833 1.54284 5.2950 1.15623 5.2717 1.28346
Oral tradition* 600 5.7200 1.26396 3.6800 1.76998 3.5233 1.81336
Family* 600 5.7450 1.04649 4.9867 1.33020 3.9533 1.77287
Relatives* 600 5.4567 1.12557 4.9967 1.27254 4.1983 1.72935
Neighbours* 600 4.8700 1.44334 4.9033 1.43786 4.8117 1.55033
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E xperience* 600 5.0650 1.48923 5.0033 1.44458 4.4467 1.72495
H ealth  club/gym * 600 3.2933 1.83382 4.0467 1.88337 3.7000 1.87862
D octor* 600 3.6517 1.96216 4.3983 1.82534 3.8150 1.90880
-p y * * 600 4.4567 1.73968 5.4850 1.12185 5.0867 1.42450
Radio** 600 4.2083 1.75881 5.1367 1.36788 4.6650 1.70224
M agazine** 600 4.8633 1.43227 5.3150 1.21857 4.9083 1.43877
N ew spaper** 600 4.6433 1.55354 5.2250 1.27033 4.9167 1.41647
Pharm acist** 600 3.5817 1.92080 4.4983 1.76499 3.7800 1.90201
Packaging** 600 4.0900 1.74173 4.8850 1.45899 4.5933 1.57335
In-store
inform ation**
600 4.3333 1.65634 4.9733 1.46841 4.5817 1.58772
Salesperson** 600 4.5467 1.71544 4.9683 1.46546 4.5917 1.59870
B rochure** 600 4.4933 1.51893 5.2317 1.30416 4.9100 1.47270
Internet** 600 4.8750 1.57274 5.2617 1.50454 4.9483 1.61865
V alid  N (listw ise) 600
Note: N= 600, *Personal sources o f information/ * *  Impersonal source o f information 
Source: Analysis o f survey data.
For the respondents in this study, the most important sources of information on 
traditional functional food are oral tradition, word of mouth from family and relatives 
and experience. These are all personal information sources. Health clubs, gyms, 
pharmacists and doctors are rarely used as sources of information.
Respondents obtain information on modernized functional food from impersonal and 
personal sources, most commonly television, followed by magazines, friends, work 
colleagues, the internet, newspapers, brochures, radio and personal experience. Oral 
tradition is the least common information source for modernized functional food, in 
direct contrast to its importance for traditional functional food.
The most important sources of information for other types of ethnic and culturally-based 
functional food are friends, work colleagues and television. The least likely sources of 
information are oral tradition, health clubs, gyms, pharmacists, doctors and family 
members. The mean scores for these personal sources of information are all below four.
Discussion for RP2
Several interesting features emerge from the results for Research Proposition 2. Clearly, 
knowledge plays an important role in influencing functional food preferences. 
Knowledge comes from both personal sources (family, relatives, experiences and peer 
groups) and impersonal sources (mass media, salespersons, packaging, internet). The 
knowledge gained may not always be accurate and it seems to be passively, rather than 
actively, acquired. In other words, consumers are not likely to ask about functional 
food, even though they have many avenues for doing so, especially from personal
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sources of knowledge. Finally, respondents do not show clear personal preferences for 
any type of functional food. This suggests that there is great potential for marketing new 
and different types of functional food.
In general, respondents are knowledgeable about functional food. (The Malay means are 
significantly different from the means of the other two ethnic groups). This knowledge 
is acquired throughout life, commencing in early childhood. The knowledge is likely to 
be reinforced by experience. Some knowledge may be lost, but some early food 
experiences can last a lifetime. For example, oral tradition is one of the important 
sources for acquiring knowledge on traditional functional food for each ethnic group. 
This result is confirmed by the finding of Research Proposition 1 that inheritance, via 
oral tradition, influences functional food consumption. This is because oral tradition is a 
valuable source of learning about, and understanding of, one’s own ethnic culture. 
Consumers can potentially access several sources of information from their 
environment. The analysis indicates that respondents tend to use both personal and 
impersonal sources of information.
Cox (1967) suggested that there are three basic forms of information available to 
consumers: marketer-dominated communication channels, consumer-dominated
channels and neutral sources. Each of these information sources provide different 
benefits to the consumer and incur various collection costs. In general, it appears that 
the type of information sought depends upon what the consumer already knows. For 
example, information in marketer-dominated channels stems from television, 
salespeople, packaging and other sources under the control of the marketer. Consumer 
sources of information include all those personal communications not under the control 
of the marketer, as well as information controlled by the marketers. Neutral sources of 
information are neither consumer-dominated nor marketer-dominated, such as consumer 
reports and media articles.
This research shows that the information sources used depends on whether the food is 
traditional, modernized or other ethnic culturally-based functional food. For traditional 
functional food, respondents obtain information from personal sources, collected via 
interpersonal contact between two or more people (Beal & Rogers, 1957).
Consumer-dominated information (i.e., family or friends) is informal and may be easier 
to access (Arndt, 1967; Cox, 1967). For consumers, family and friends represent the 
strongest relationship ties and therefore influence decision-making and functional food
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preferences. Furthermore, family and friends are perceived to be the most credible and 
their advice is much more believable. The results show that respondents turn to 
consumer-dominated information for traditional functional food. A respondent’s own 
experience is also an important source of information for traditional functional food. 
This statement is supported by Maute and Forrester (1991) who argue that personal 
experience is instrumental in purchase decisions because it is seen to be the most 
reliable and unbiased source of information available to a consumer.
Respondents use marketer-dominated communication channels to find out about 
modernized functional food. The results show that respondents get information from the 
impersonal sources of television, radio, magazines, newspapers, brochures and the 
internet. These impersonal commercial sources of information are readily available and 
usually easily recognised as advertising and selling. These sources can directly or 
indirectly influence consumer acceptance and interpretation of messages about 
functional food. It is important to consider the credibility and attractiveness of the 
source to understand the effects the source has on consumer behaviour.
Finally, consumers do not show clear personal preferences for any type of functional 
food. This can be interpreted in several ways. First, there might have been flaws in the 
data collection for Question 31, because most of the responses to the other question 
items support the proposition. However, the lack of personal preferences may also 
indicate that consumers are not very particular the type of functional food they 
consume. This represents a significant opportunity for future growth in the Malaysian 
functional food market.
7.4.3 Research Proposition 3
RP3a: The perceived healthiness of functional foods affects the ANOVA
consumption of such food.
Scale items on the perceived healthiness of functional food were measured on a seven- 
point Likert scale, with 1 indicating strongly disagree and 7 indicating strongly agree. 
The reliability tests produce alpha value of 0.815 for eight items. Research Proposition 
3a was tested with ANOVA and analysed with Turkey’s test to identify significant 
differences in the ethnic group means. The results are summarized in Table 7-13 and 
Table 7-14.
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Table 7-13: Statistical Means and ANOVA Analysis of RP3a
Item s E th n ic ity N M ean Std .
D ev
S u m  o f  
S q u a re s
d f M e a n
S q u a re
F Sig .
Q 4 4 : T h e  p e rc e iv e d  
h e a lth in e s s  o f  fu n c tio n a l 
fo o d  m o tiv a te s  m e  to  
c o n su m e  fu n c tio n a l fo o d .
M a la y 2 0 0 5 .5 9 5 1.008 2 .9 4 3
4 7 4 .1 5 0
4 7 7 .0 9 3
2
59 7
5 9 9
1 .472
.7 9 4
1.9 .1 5 8
C h in e se 2 0 0 5 .7 0 0 .885
In d ian 2 0 0 5 .7 6 5 .763
T o ta l 6 0 0 5 .6 8 7 .893
Q 4 8 : I th in k  th o s e  w h o  
h a v e  a  h is to ry  o f  h e a lth  
p ro b le m s  in  th e  fa m ily  a re  
lik e ly  to  c o n su m e  sp e c if ic  
fu n c tio n a l fo o d .
M a la y 2 0 0 5 .6 0 5 1 .156 8 .1 1 0
7 6 0 .5 1 5
7 6 8 .6 2 5
2
5 9 7
59 9
4 .0 5 5
1 .274
3 .2 .0 4 2
C h in e se 2 0 0 5 .4 2 0 1.241
In d ian 2 0 0 5 .7 0 0 .972
T o ta l 6 0 0 5 .5 7 5 1.133
Q 4 9 : C o n su m in g  
fu n c tio n a l fo o d s  a llo w  m e  
to  ta k e  m y  p e rso n a l h e a lth  
in m y  o w n  h an d s .
M a la y 2 0 0 5 .3 4 0 .932 7 .4 1 3
5 9 0 .8 8 0
5 9 8 .2 9 3
2
5 97
5 99
3 .7 0 7
.9 9 0
3 .6 .0 2 4
C h in e se 2 0 0 5 .4 0 0 1 .130
In d ian 2 0 0 5 .6 0 0 .908
T o ta l 6 0 0 5 .4 4 7 .9 9 9
Q 5 0 : I fee l h e a lth y  a fte r  
c o n su m in g  fo o d  w ith  
fu n c tio n a l p ro p e r tie s .
M a la y 2 0 0 5 .3 5 0 1 .026 18.973
4 5 6 .6 0 0
4 7 5 .5 7 3
2
59 7
59 9
9 .4 8 7
.765
12.4 .0 0 0
C h in e se 2 0 0 5 .4 6 0 .901
In d ia n 2 0 0 5 .7 7 0 .655
T o ta l 6 0 0 5 .5 2 7 .891
Q 5 1: I c o n su m e  fo o d  w ith  
fu n c tio n a l p ro p e r tie s  to  g e t 
a d e s ire d  s ta te  o f  h ea lth .
M a la y 2 0 0 5 .6 0 0 .962 7 .4 1 0
4 0 6 .2 1 5
4 1 3 .6 2 5
2
59 7
5 9 9
3 .7 0 5
.6 8 0
5.5 .005
C h in e se 2 0 0 5 .7 0 5 .826
In d ian 2 0 0 5 .8 7 0 .660
T o ta l 6 0 0 5 .7 2 5 .831
Q 5 3 : I c o n su m e  fo o d  w ith  
fu n c tio n a l p ro p e r tie s  to  g e t 
a d e s ire d  s ta te  o f  h ea lth .
M a lay 2 0 0 5 .7 5 5 .975 1 .830
4 4 4 .7 3 0
4 4 6 .5 6 0
2
59 7
5 9 9
.915
.745
1.2 .2 9 4
C h in e se 2 0 0 5 .8 1 5 .8 2 7
In d ian 2 0 0 5 .8 9 0 .775
T o ta l 6 0 0 5 .8 2 0 .863
Q 5 6 : I ’m  in te re s te d  in 
c o n su m in g  fu n c tio n a l fo o d  
b e c a u se  I ’m  g e tt in g  o ld e r.
M a la y 2 0 0 4 .0 8 5 1.671 7 5 .8 4 3
1 5 4 6 .4 5 0
1 6 2 2 .2 9 3
2
59 7
5 9 9
3 7 .9 2 2
2 .5 9 0
14.6 .000
C h in e se 2 0 0 4 .3 2 5 1 .686
In d ian 2 0 0 4 .9 3 0 1.461
T o ta l 6 0 0 4 .4 4 7 1 .646
Q 5 7 : I c o n su m e  fu n c tio n a l 
fo o d  b e c a u se  I w a n t to  
c o u n te ra c t th e  e ffe c t o f  
e a tin g  fo o d s  th a t h a v e  b e e n  
a d d e d  w ith  c h e m ic a ls .
M a la y 2 0 0 5 .1 7 0 1 .308 15.043
8 2 4 .9 1 5
8 3 9 .9 5 8
2
5 9 7
59 9
7 .5 2 2
1 .382
5 .4 .005
C h in e se 2 0 0 5 .2 2 5 1.205
In d ian 2 0 0 5 .5 3 0 .992
T o ta l 6 0 0 5 .3 0 8 1 .184
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The ANOVA results indicate that the perceived healthiness of functional foods affects 
the consumption of such food, with six items showing significant differences among the 
mean responses (with p<0.05). These differences indicate that ethnicity plays a role in 
the consumption of functional food. Thus, Research Proposition 3a is supported for the 
overall population.
The data was further analysed with post hoc multiple comparisons using Turkey’s tests 
to identify significant differences in the ethnic groups means. The results (Table 7-14)
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show that there are not always significant differences among the means of the three 
ethnic groups.
Table 7-14: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D ependent
V ariable
(I)
E thnic ity
(J)
E thnicity
M ean
D ifference (I-J)
Std.
E rro r
Sig. 95%  C onfidence 
Interval
L ow er
B ound
U pper
B ound
Q 48 M alay C hinese .18500 .11287 .230 -.0802 .4502
Indian -.09500 .11287 .677 -.3602 .1702
C hinese M alay -.18500 .11287 .230 -.4502 .0802
Indian -,28000(*) .11287 .036 -.5452 -.0148
Indian M alay .09500 .11287 .677 -.1702 .3602
C hinese .2 8 0 0 0 0 .11287 .036 .0148 .5452
Q 49 M alay C hinese -.06000 .09949 .818 -.2937 .1737
Indian - .2 6 0 0 0 0 .09949 .025 -.4937 -.0263
C hinese M alay .06000 .09949 .818 -.1737 .2937
Indian -.20000 .09949 .111 -.4337 .0337
Indian M alay .2 6 0 0 0 0 .09949 .025 .0263 .4937
C hinese .20000 .09949 .111 -.0337 .4337
Q 50 M alay C hinese -.11000 .08745 .420 -.3155 .0955
Indian - .4 2 0 0 0 0 .08745 .000 -.6255 -.2145
C hinese M alay .11000 .08745 .420 -.0955 .3155
Indian - .3 1 0 0 0 0 .08745 .001 -.5155 -.1045
Indian M alay .4 2 0 0 0 0 .08745 .000 .2145 .6255
C hinese .3 1 0 0 0 0 .08745 .001 .1045 .5155
Q51 M alay C hinese -.10500 .08249 .411 -.2988 .0888
Indian - .2 7 0 0 0 0 .08249 .003 -.4638 -.0762
C hinese M alay .10500 .08249 .411 -.0888 .2988
Indian -.16500 .08249 .113 -.3588 .0288
Indian M alay .2 7 0 0 0 0 .08249 .003 .0762 .4638
C hinese .16500 .08249 .113 -.0288 .3588
Q 56 M alay C hinese -.24000 .16095 .296 -.6182 .1382
Indian - .8 4 5 0 0 0 .16095 .000 -1 .2232 -.4668
C hinese M alay .24000 .16095 .296 -.1382 .6182
Indian - .6 0 5 0 0 0 .16095 .001 -.9832 -.2268
Indian M alay .8 4 5 0 0 0 .16095 .000 .4668 1.2232
C hinese .6 0 5 0 0 0 .16095 .001 .2268 .9832
Q 57 M alay C hinese -.05500 .11755 .886 -.3312 .2212
Indian - .3 6 0 0 0 0 .11755 .006 -.6362 -.0838
C hinese M alay .05500 .11755 .886 -.2212 .3312
Indian - .3 0 5 0 0 0 .11755 .026 -.5812 -.0288
Indian M alay .3 6 0 0 0 0 .11755 .006 .0838 .6362
C hinese .3 0 5 0 0 0 .11755 .026 .0288 .5812
*  The mean difference is significant at the . 05 level.
The Turkey’s test indicates that, for Q48, the Chinese mean is only significantly 
different from the Indian mean. For Q49 and Q51, the Malay mean is only significantly 
different from the Indian mean. For Q50, Q56 and Q57, the Indian mean is significantly 
different from both the Malay and Chinese means. The overall results indicate that the
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perceived healthiness of functional foods affects the consumption of these foods. The 
mean responses for Indians tend to be significantly different from the mean responses of 
the other two ethnic groups.
RP3b: Older consumers think that functional foods are more Descriptive 
important than younger consumers. analysis
Research Proposition 3b examines the influence of age on the perceived importance of 
functional food using cross-tabulation of age versus health-related items. Table 7-15 
displays the results.
Table 7-15: Statistical Analysis of Cross-Tabulation of RP3b
Item s A ge N M ean Std.
D ev
M e a n s  P lo t
Q 43: I th ink  
food p lays an 
im portan t ro le 
for m y 
personal 
health
1 8 - 2 4 86 5.849 1.13259
6 40-
5 6?0-
0
1 i
2 5 - 2 9 157 6.115 .67907
3 0 - 3 4 144 6.201 .58632
3 5 - 3 9 98 6.265 .78058
4 0 - 4 4 53 6.189 .85612
4 5 - 4 9 31 6.419 .62044
5 0 - 5 4 21 6.143 .57321
5 5 - 6 0 6 6.167 .75277
A bove 61 4 6.250 .95743
18 -24 25-2© 30 -34 35 -3© 40 - 44 45 - 48 50 - 54 55 - 60 Above 61
Total 600 6.147 .77857 A go
Q 47: I th ink 
ageing  and 
older
consum ers are 
m ore
in terested  in 
consum ing  
food w ith 
functional 
properties.
1 8 - 2 4 86 5.767 1.25252
6 00-
^  5 80-
0
12
560- 
5 40-
\w /'A
2 5 - 2 9 157 5.395 1.30462
3 0 - 3 4 144 5.438 1.42269
3 5 - 3 9 98 5.398 1.49735
4 0 - 4 4 53 5.585 1.43358
4 5 - 4 9 31 6.065 .89202
5 0 - 5 4 21 5.857 .91026
5 5 - 6 0 6 6.000 .63246
A bove 61 4 5.750 .50000
18 - 24 25 - 28 30 34 35 - 3© 40 - 44 45 - 48 50 - 54 55 - 60 Above 61
Total 600 5.535 1.34230 A g e
Q 48: I th ink 
those w ho 
have a h isto ry  
o f  health  
p rob lem s in 
the fam ily  are 
likely to 
consum e 
specific 
functional 
food.
1 8 - 2 4 86 5.6045 1.23935
6 25- 
600-
%
O
n  5.75- 
5 50- 
5 25-
2 5 - 2 9 157 5.554 1.05244
3 0 - 3 4 144 5.604 1.05922
3 5 - 3 9 98 5.561 1.24409
4 0 - 4 4 53 5.547 1.32384
4 5 - 4 9 31 5.613 .84370
5 0 - 5 4 21 5.429 1.16496
5 5 - 6 0 6 5.333 1.36626
A bove 61 4 6.250 .95743
18 - 24 25 - 28 30 - 34 35 - 3© 40 - 44 45 - 48 50 - 54 55 - 60 Above 61
Total 600 5.575 1.13278 A g e
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Q52: I ’m 
in terested  to 
find food that 
can cure or 
p reven t 
d iseases (such 
as heart 
disease or 
d iabetes).
1 8 - 2 4 86 5.465 1.32574 6 00- 
5 90- 
580-
°  570-
1
s
5 60- 
550- 
5 40-
2 5 - 2 9 157 5.713 1.09223
3 0 - 3 4 144 5.667 1.27373
3 5 - 3 9 98 5.633 1.31907
4 0 - 4 4 53 5.906 .96604
4 5 - 4 9 31 5.710 1.07062
5 0 - 5 4 21 5.857 1.06234
5 5 - 6 0 6 5.833 .40825
A bove 61 4 6 .000 .81650
18 - 24 25 29 30 - 34 35 - 39 40 - 44 45 - 49 50 - 54 55 - 60 Above 61
Total 600 5.678 1.19327 A g e
Note: N= 600; Source: Analysis o f survey data.
The means plot shows that the highest mean (6.4194) belongs to the 45 to 49 age group 
and the lowest means belong to the 18 to 24 age group. Respondents also agreed (total 
means of 5.5350) that ageing and older consumers were more interested in consuming 
food with functional properties (Q47). Respondents in the 45 to 49 and 55 to 60 age 
groups have means above six. They also think that consumers with a history of family 
health problems are likely to consume specific types of functional food (Q48). The 
cross-tabulation analysis shows that older respondents replied more positively to all the 
statements. This result indicates that older respondents think that functional food is 
more important than younger respondents, supporting Research Proposition 3b.
Discussion for RP3
Health plays an important role in influencing functional food consumption. 
Nevertheless, the motivation to consume a functional food product depends on a variety 
of complex relationships. Perceived healthiness of functional food is a major motive for 
individuals to consume food with functional properties. This statement is supported by 
the analysis for Research Proposition 3a, with the Indian mean showing significant 
differences from the means of the other two ethnic groups. Functional food is perceived 
to offer additional health-related benefits, due to its nutritional value. Health beliefs 
clearly play a crucial role in determining the acceptance of functional food. Identified 
beliefs include belief in one’s own impact on personal health (Hilliam, 1996), health- 
related benefit beliefs (Childs, 1997), perception of health claims (Bech-Larsen & 
Grunert, 2003), belief in the food disease prevention (Wrick, 1995) and disease- 
preventative concepts (Childs & Poryzees, 1997). Health is the major motive for 
purchasing functional foods. According to Verschuren (2002), functional foods can be 
conceptualised as having two primary effects on health: (i) physiological function and 
(ii) reducing disease risk (Verschuren, 2002).
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Consuming functional food represents a desire to control one's own health. The desire 
to achieve health is more pronounced when consumers feel that their health is at risk. 
Consumers with a history of health problems or pre-existing ailments are more likely to 
consume specific functional food. Older consumers are more likely to consume 
functional food than younger consumers. The results are supported by the literature 
which argues that health concerns are most likely to affect food choices among those 
who have actually experienced health problems (Fehily, Vaughn-Williams, & Shiels, 
1989).
Indeed, older respondents perceived the importance of functional food differently from 
younger respondents, although there were not huge differences in the distribution of 
means among the age groups. This finding is in line with the results of the qualitative 
study. Older participants, including those with current health issues or a family history 
of health problems, are likely to be more concerned with consuming specific functional 
foods. Older people are naturally more prone to disease, especially those illnesses 
related to the ageing process. In Malaysia, older people tend to be more sedentary and 
overweight. They are prone to heart disease, diabetes, cancer, hypertension and many 
other debilitating diseases.
Some types of functional foods are believed to prevent or cure chronic disease such 
diabetes or hypertension. The evidence also indicates that respondents are interested in 
finding food that can cure or prevent illnesses, including heart disease, diabetes, cancer 
and hypertension. These respondents are aware of oral tradition and culturally-based 
functional food from their own and other cultures. The current literature also indicates 
that diet is one of the leading cause of many adult diseases, including coronary heart 
disease (CHD), certain types of cancer, stroke, diabetes and obesity (Pratt & Tsitsika, 
2007). Therefore, today’s consumers are becoming health-conscious and most agree that 
eating healthily is a better way to manage illness than using medication (Hasler, 2002). 
There are numerous reports of evidence that certain functional foods or food ingredients 
can help prevent disease and promote health (Ahmad, 1996; Hasler, 2002; Milner, 1996, 
1999; Pratt & Tsitsika, 2007).
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7.4.4 Research Proposition 4
RP4a: Preferences toward functional food converge due to changes ANOVA 
in social structure.
An ANOVA with post hoc multiple comparisons and a Turkey’s test were used to 
evaluate Research Proposition 4a. Changes in consumer perceptions of functional food 
are determined by eight items, developed from the results of the qualitative study. Each 
item was measured using a seven-point Likert scale with 1 indicating strongly disagree 
with the statement and 7 indicating strongly agree. The reliability tests produce alpha 
value of 0.704. The ANOVA analysis results are illustrated in Table 7-16.
Table 7-16: Statistical Means and ANOVA Analysis of RP4a
I te m s
E th n ic i ty
N M e a n S td .
D e v
S u m  o f  
S q u a re s
d f M e a n
S q u a re
F S ig .
Q 5 9 :  M y  p r e f e r e n c e s  
to w a r d  f u n c t io n a l  
fo o d s  c h a n g e  o v e r  
t im e .
M a la y 2 0 0 5 .0 7 0 0 1 .3 3 9 4 3 1 3 .3 0 3
9 7 4 .2 1 5
9 8 7 .5 1 8
2
5 9 7
5 9 9
6 .6 5 2
1 .6 3 2
4 .0 7 6 .0 1 7
C h in e s e 2 0 0 5 .0 0 0 0 1 .2 6 0 1 3
In d ia n 2 0 0 5 .3 4 5 0 1 .2 3 0 2 6
T o ta l 6 0 0 5 .1 3 8 3 1 .2 8 3 9 8
Q 6 1: T h e r e  is  m o re  
m o d e r n iz e d  e th n ic  
c u l tu r a l - b a s e d  
f u n c t io n a l  f o o d  
p r o d u c t  in  th e  m a r k e t  
c o m p a r e d  to  te n  y e a r s  
b e fo r e .
M a la y 2 0 0 5 .6 3 5 0 .8 1 5 5 4 2 .6 4 3
4 0 7 .3 5 0
4 0 9 .9 9 3
2
5 9 7
5 9 9
1 .3 2 2
.6 8 2
1 .9 3 7 .1 4 5
C h in e s e 2 0 0 5 .6 0 0 0 .8 0 8 2 5
In d ia n 2 0 0 5 .7 5 5 0 .8 5 3 5 9
T o ta l 6 0 0 5 .6 6 3 3 .8 2 7 3 2
Q 6 2 :  T h e  w a y s  I 
p e r c e iv e  fu n c t io n a l  
f o o d  is d i f f e r e n t  f r o m  
w h a t  o ld e r  g e n e r a t io n  
p e r c e iv e d .
M a la y 2 0 0 4 .7 7 0 0 1 .2 9 8 2 8 2 9 .7 2 3
8 9 0 .9 7 0
9 2 0 .6 9 3
2
5 9 7
5 9 9
1 4 .8 6 2
1 .4 9 2
9 .9 5 8 .0 0 0
C h in e s e 2 0 0 5 .0 5 5 0 1 .1 7 8 5 2
In d ia n 2 0 0 5 .3 1 5 0 1 .1 8 4 3 9
T o ta l 6 0 0 5 .0 4 6 7 1 .2 3 9 7 8
Q 6 3 : I h a v e  m o r e  
f r ie n d s  f r o m  o th e r  
e th n ic  g r o u p s  
c o m p a r e d  to  th e  o ld e r  
g e n e r a t io n  in  m y  
fa m ily .
M a la y 2 0 0 4 .4 7 5 0 1 .3 3 3 5 2 9 7 .6 5 3
9 8 2 .2 6 5
1 0 7 9 .9 1 8
5 3 .0 1 0
2
5 9 7
5 9 9
4 8 .8 2 7
1 .6 4 5
2 9 .6 7 6 .0 0 0
C h in e s e 2 0 0 4 .8 5 5 0 1 .3 8 3 3 1
In d ia n 2 0 0 5 .4 5 5 0 1 .1 1 5 4 4
T o ta l 6 0 0 4 .9 2 8 3 1 .3 4 2 7 1
Q 6 4 :  A s  f a r  a s  I 
k n o w , m y  p a r e n t s  ( o r  
o ld e r  g e n e r a t io n  in  
m y  e x te n d e d  fa m ily )  
th in k  t r a d i t io n a l  
f u n c t io n a l  f o o d  is 
m o r e  e f f e c t iv e  th a n  
m o d e r n iz e d  
fu n c t io n a l  fo o d .
M a la y 2 0 0 5 .2 2 5 0 1 .1 6 6 7 0 6 4 7 .4 9 0
7 0 0 .5 0 0
2
5 9 7
5 9 9
2 6 .5 0 5
1 .0 8 5
2 4 .4 3 8 .0 0 0
C h in e s e 2 0 0 5 .2 5 5 0 1 .1 1 1 8 3
I n d ia n 2 0 0 5 .8 7 0 0 .8 1 0 1 7
T o ta l 6 0 0 5 .4 5 0 0 1 .0 8 1 4 1
Q 6 8 :  I ’m  a w a r e  o f  
o th e r  e th n ic  g r o u p s ’ 
f u n c t io n a l  f o o d  
th r o u g h  s o c ia l  
in te r a c t io n .
M a la y 2 0 0 5 .2 7 5 0 1 .2 0 2 7 5 1 8 .0 6 3
7 7 3 .1 1 0
7 9 1 .1 7 3
2
5 9 7
5 9 9
9 .0 3 2
1 .2 9 5
6 .9 7 4 .0 0 1
C h in e s e 2 0 0 5 .0 6 0 0 1 .2 6 2 6 8
In d ia n 2 0 0 5 .4 8 5 0 .9 1 8 6 9
T o ta l 6 0 0 5 .2 7 3 3 1 .1 4 9 2 7
Q 7 3 : I s h a r e  m y  
k n o w le d g e  o f
M a la y 2 0 0 4 .9 3 0 0 1 .4 1 2 4 7 2 6 .7 6 3
1 0 3 2 .8 3 5
2
5 9 7
1 3 .3 8 2
1 .7 3 0
7 .7 3 5 .0 0 0
C h in e s e 2 0 0 4 .8 7 0 0 1 .4 0 4 6 2
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fu n c tio n a l fo o d  w ith In d ian 2 0 0 5 .3 4 5 0 1 .1 0 5 4 8 1 0 5 9 .5 9 8 5 9 9
o th e r  p e rso n s  o f  
d if fe re n t e th n ic  
b a c k g ro u n d .
T o ta l 6 0 0 5 .0 4 8 3 1 .3 3 0 0 2
Q 7 4 : I w a n t to M a la y 2 0 0 4 .4 6 5 0 1 .6 4 0 8 0 8 5 .5 6 3 2 4 2 .7 8 2 16 .566 .0 0 0
c o n su m e  tra d itio n a l 
fu n c tio n a l fo o d  b u t 
so m e  o f  it is d if f ic u lt
C h in e se 2 0 0 4 .0 0 5 0 1 .7 7 7 8 6 1 5 4 1 .7 7 0
1 6 2 7 .3 3 3
59 7
59 9
2 .5 8 3
In d ian 2 0 0 4 .9 3 0 0 1 .37643
to  fin d  in m y  to w n . T o ta l 60 0 4 .4 6 6 7 1 .6 4 8 2 6
Q 9 0 : I am  w ill in g  to M a la y 2 0 0 5 .0 3 5 0 1 .19201 2 6 .4 1 0 2 13 .205 9.091 .000
c o n su m e  o th e r  e th n ic  
g ro u p ’s (M a la y / 
C h in e se /In d ia n )  
fu n c tio n a l fo o d .
C h in e se 2 0 0 5 .0 9 0 0 1 .34945 8 6 7 .1 3 0
8 9 3 .5 4 0
5 9 7
5 9 9
1 .452
In d ian 2 0 0 5 .5 0 5 0 1 .0 5 6 2 0
T o ta l 6 0 0 5 .2 1 0 0 1 .2 2 1 3 6
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The ANOVA results show that consumer preferences for functional food converge due 
to changes in social structure. All factors show significant differences among the mean 
responses (with p<0.05), except for Q61. These findings support Research Proposition 
4a.
The data were examined with a Turkey’s test to see which of the ethnic groups means 
are significantly different. The results show that there are not always significant 
differences among the three ethnic group means. The results are summarized in Table 7- 
17.
Table 7-17: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D e p e n d e n t
V a ria b le
(I)
E th n ic ity
(J)
E th n ic ity
M e a n
D iffe re n c e  (I-J )
S td .
E rro r S ig .
9 5 %  C o n fid e n c e  
In te rv a l
L o w e r
B o u n d
U p p e r
B o u n d
Q 5 9 M a la y C h in e se .0 7 0 0 0 .1 2 7 7 4 .8 4 8 -.2301 .3701
In d ian - .2 7 5 0 0 .1 2 7 7 4 .0 8 0 -.5751 .0251
C h in e se M a la y - .0 7 0 0 0 .1 2 7 7 4 .8 4 8 -.3701 .2301
In d ian - .3 4 5 0 0 H .1 2 7 7 4 .0 1 9 -.6451 -.0 4 4 9
In d ian M a la y .2 7 5 0 0 .1 2 7 7 4 .0 8 0 -.0 2 5 1 .5751
C h in e se .3 4 5 0 0 (* ) .1 2 7 7 4 .0 1 9 .0 4 4 9 .6451
Q 6 2 M a la y C h in e se - .2 8 5 0 0 .1 2 2 1 6 .052 -.5 7 2 0 .0 0 2 0
In d ian - ,5 4 5 0 0 (* ) .1 2 2 1 6 .0 0 0 -.8 3 2 0 -.2 5 8 0
C h in e se M a la y .2 8 5 0 0 .1 2 2 1 6 .0 5 2 -.0 0 2 0 .5 7 2 0
In d ian -.2 6 0 0 0 .1 2 2 1 6 .085 -.5 4 7 0 .0 2 7 0
In d ian M a la y .5 4 5 0 0 (* ) .1 2 2 1 6 .0 0 0 .2 5 8 0 .8 3 2 0
C h in e se .2 6 0 0 0 .1 2 2 1 6 .085 -.0 2 7 0 .5 4 7 0
Q 6 3 M a la y C h in e se - .3 8 0 0 0 H .1 2 8 2 7 .0 0 9 -.6 8 1 4 -.0 7 8 6
In d ian -,9 8 0 0 0 (* ) .1 2 8 2 7 .0 0 0 -1 .2 8 1 4 -.6 7 8 6
C h in e se M a la y .3 8 0 0 0 (* ) .1 2 8 2 7 .0 0 9 .0 7 8 6 .6 8 1 4
In d ian -.6 0 0 0 0 (* ) .1 2 8 2 7 .0 0 0 -.9 0 1 4 -.2 9 8 6
In d ia n M a la y .9 8 0 0 0 H .1 2 8 2 7 .0 0 0 .6 7 8 6 1 .2814
C h in e se .6 0 0 0 0 (* ) .1 2 8 2 7 .0 0 0 .2 9 8 6 .9 0 1 4
Q 6 4 M a la y C h in e se - .0 3 0 0 0 .1 0 4 1 4 .955 -.2 7 4 7 .2 1 4 7
In d ian -,6 4 5 0 0 (* ) .1 0 4 1 4 .000 -.8 8 9 7 -.4 0 0 3
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C hinese M alay .03000 .10414 .955 -.2147 .2747
Indian -,61500(*) .10414 .000 -.8597 -.3703
Indian M alay . .6 4 5 0 0 0 .10414 .000 .4003 .8897
C hinese .6 1 5 0 0 0 .10414 .000 .3703 .8597
Q 68 M alay C hinese .21500 .11380 .143 -.0524 .4824
Indian -.21000 .11380 .156 -.4774 .0574
C hinese M alay -.21500 .11380 .143 -.4824 .0524
Indian - .4 2 5 0 0 0 .11380 .001 -.6924 -.1576
Indian M alay .21000 .11380 .156 -.0574 .4774
C hinese .4 2 5 0 0 0 .11380 .001 .1576 .6924
Q73 M alay C hinese .06000 .13153 .892 -.2490 .3690
Indian - .4 1 5 0 0 0 .13153 .005 -.7240 -.1060
C hinese M alay -.06000 .13153 .892 -.3690 .2490
Indian - .4 7 5 0 0 0 .13153 .001 -.7840 -.1660
Indian M alay .4 1 5 0 0 0 .13153 .005 .1060 .7240
C hinese .4 7 5 0 0 0 .13153 .001 .1660 .7840
Q 74 M alay C hinese .4 6 0 0 0 0 .16070 .012 .0824 .8376
Indian - .4 6 5 0 0 0 .16070 .011 -.8426 -.0874
C hinese M alay - .4 6 0 0 0 0 .16070 .012 -.8376 -.0824
Indian - .9 2 5 0 0 0 .16070 .000 -1 .3026 -.5474
Indian M alay .4 6 5 0 0 0 .16070 .011 .0874 .8426
C hinese .9 2 5 0 0 0 .16070 .000 .5474 1.3026
Q 90 M alay C hinese -.05500 .12052 .892 -.3382 .2282
Indian - .4 7 0 0 0 0 .12052 .000 -.7532 -.1868
C hinese M alay .05500 .12052 .892 -.2282 .3382
Indian - .4 1 5 0 0 0 .12052 .002 -.6982 -.1318
Indian M alay .4 7 0 0 0 0 .12052 .000 .1868 .7532
C hinese .4 1 5 0 0 0 .12052 .002 .1318 .6982
* The mean difference is significant at the .05 level.
For Q59 and Q68, the Turkey’s test in Table 7-17 shows that the Chinese mean is only 
significantly different from the Indian mean. For Q62, the Malay mean is only 
significantly different from the Indian mean. For Q63 and Q74, the Malay, Chinese and 
Indian means are significantly different from each other. For Q63 and Q90, the Indian 
mean is significantly different from both the Malay and Chinese means.
The overall results indicate that consumer preferences for functional food converge due 
to changes in social structures which alter consumption patterns. However, the mean 
responses of Indians and Malays tend to be significantly different from the mean 
responses of the Chinese ethnic group.
RP4b: Consumers from different ethnic groups prefer modernized ANOVA 
functional food over traditional functional food.
Research Proposition 4b was developed to test preferences for modernized versus 
traditional functional food. Respondents were asked to choose which functional food
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they preferred: traditional, traditional modernized, or new modernized functional food. 
The results are reported in Table 7-18
Table 7-18: Statistical Means and ANOVA Analysis of RP4b
Item s E thnic ity N M ean
Std.
D ev
Sum  o f  
Squares d f
M ean
Square F Sig.
Q 65: I p refer pure 
trad itional functional 
food.
M alay 200 4 .6100 1.65274
193.293
1635.080
1828.373
2
597
599
96.647
2 .739
35.288 .000
C hinese 200 3 .9400 1.83665
Indian 200 5.3300 1.45315
T otal 600 4 .6267 1.74711
Q 66: I p refer 
m odern ized  trad itional 
functional food 
(p rocessed  trad itional 
functional food).
M alay 200 5.3050 1.49437
25.013
1410.585
1435.598
2
597
599
12.507
2.363
5.293 .005
C hinese 200 5.0450 1.79698
Indian 200 5.5450 1.27519
Total 600 5.2983 1.5481 1
Q 67: I p refer 
m odern ized  functional 
food (processed , 
m odified , fo rtified  or 
enhanced  functional 
foods).
M alay 200 4 .8300 1.37497 22.663
1394.335
1416.998
2
597
599
11.332
2 .336
4.852 .008C hinese 200 4 .7800 1.56327
Indian 200 4 .3950 1.63473
T otal
600 4.6683 1.53805
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The overall results indicate that there are significant differences among the mean 
responses (with p<0.05) for each type of functional food. However, post hoc multiple 
comparisons using a Turkey’s test (Table 7-19) show that there are not significant 
differences among all the three ethnic group means. The Indian ethnic group 
demonstrates stronger preferences for traditional and modernized functional food, than 
other ethnic groups.
Table 7-19: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D ependen t
V ariab le
(I)
E thnic ity
(J)
E thnicity
M ean D ifference 
(I-J)
Std.
E rro r
Sig. 95%  C onfidence 
Interval
L ow er
B ound
U pper
Bo
Q 65 M alay C hinese .6 7 0 0 0 0 .16549 .000 .2812 1.0588
Indian - .7 2 0 0 0 0 .16549 .000 -1 .1088 -.3312
C hinese M alay - .6 7 0 0 0 0 .16549 .000 -1 .0588 -.2812
Indian - 1 .3 9 0 0 0 0 .16549 .000 -1 .7788 -1 .0012
Indian M alay .7 2 0 0 0 0 .16549 .000 .3312 1.1088
C hinese 1 .3 9 0 0 0 0 .16549 .000 1.0012 1.7788
Q 66 M alay C hinese .26000 .15371 .209 -.1012 .6212
Indian -.24000 .15371 .263 -.6012 .1212
C hinese M alay -.26000 .15371 .209 -.6212 .1012
Indian - .5 0 0 0 0 0 .15371 .003 -.8612 -.1388
Indian M alay .24000 .15371 .263 -.1212 .6012
C hinese .5 0 0 0 0 0 .15371 .003 .1388 .8612
Q 67 M alay C hinese .05000 .15283 .943 -.3091 .4091
Indian .4 3 5 0 0 0 .15283 .013 .0759 .7941
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Chinese Malay -.05000 .15283 .943 -.4091 .3091
Indian .38500H .15283 .032 .0259 .7441
Indian Malay -,43500(*) .15283 .013 -.7941 -.0759
Chinese -.38500(*) .15283 .032 -.7441 -.0259
* The mean difference is significant at the .05 level.
The multiple comparison analysis shows that respondents demonstrate significant 
preferences for traditional functional food, rejecting Research Proposition 4b. Indian 
respondents showed a stronger preference for either pure or modernized traditional 
functional food, compared to Malay and Chinese respondents.
Discussion for RP4
Earlier in this thesis it was claimed that consumer preferences of functional food change 
as a result of changes in the socio-cultural environment. Societal transformations, such 
as socioeconomic development, can cause structural changes that encourage social 
interaction and alter lifestyles and value systems. Over time, these changes promote 
cultural convergence with regard to functional food consumption. Evidence shows that, 
to a certain degree, cultural practices change and converge over time. Although cultures 
converge and new identities arise, the underlying culture still determines the 
characteristics of the emerging culture (Dahl, 2001).
Socioeconomic and cultural forces bring notable changes in dietary behaviour. Diet 
modifications are part of a wider cultural shift in attitudes towards food and healthy 
eating. Socioeconomic, demographic and cultural factors are influenced by value 
systems that change income, occupations, living conditions, knowledge, attitudes, 
beliefs, values and preferences. All of these factors affect food purchasing and 
preparation. The results for Research Proposition 4a support this argument.
There are two possible reasons why functional food consumption in Malaysia may 
converge. The first is due to socioeconomic factors. Malaysia is a multi-ethnic nation in 
which each ethnic group maintains a distinct identity and culture (Freedman, 2001). 
There have been numerous efforts by the Malaysian government to develop a national 
identity that integrates and unites the ethnic groups into one nation, while still retaining 
the unique characteristics of each ethnic group (Abraham, 1999; Federation of Malaya, 
1956; Federation of Malaysia, 1985; Joseph & Holden, 2001). The second reason is 
related to globalization and advances in food technology. There is range of new 
processed traditional functional foods in the Malaysian health food market. Some of
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these products are culturally-based and some are not. Processed traditional functional 
food is easier to consume than pure traditional functional food. Most of the processed 
products can be found in pharmacies, general stores and supermarkets, or through direct 
sellers. These functional food products are promoted on their perceived health benefits 
and marketers target consumers in general, rather than consumers of particular ethnic 
backgrounds.
There is evidence for the concept of cultural convergence in previous research 
(Bronfenbrenner, 1986; Hoff-Ginsberg & Tardiff, 1995; Satia, Patterson, Taylor et ah, 
2000; Super & Harkness, 1986). Evidence from the qualitative Study #1 supports the 
argument that exposure to another culture encourages cultural convergence. Participants 
in the qualitative study (especially the young and educated) were willing to consume 
functional foods from their own or another ethnic group, as long as the foods are 
acceptable to their own culture. They will try the food if it is supported by scientific 
evidence and recommended by trusted persons.
The results and observations of previous literature were confirmed in the qualitative 
analysis, which strongly supported the proposition that functional food preferences 
among the three Malaysian ethnic groups are converging. However, in the quantitative 
analysis, there is only weak to moderate support for this argument; consumers strongly 
preferred traditional functional food in Study #2. The quantitative analysis supports the 
idea that consumer preferences generally change over time, but the results do not 
support the concept of converging functional food preferences.
The discrepancies between the qualitative and quantitative results might be because 
there are very few items that directly test convergence. As well, the two studies have 
different sampling methodologies. In the quantitative analysis, the respondents were 
randomly sampled. In contrast, the qualitative analysis only included individuals who 
agreed to talk to the researcher. These people may have been positively biased towards 
functional food. In other words, the researcher may have inadvertently selected 
individuals for the qualitative study who were already familiar with, and favourably 
disposed to, functional food. Thus, at this stage, we conjecture that the results of the 
quantitative analysis might have been more like those of the qualitative analysis if the 
researcher (and the assistants) had limited their sample to only those individuals who 
knew about, and were favourably disposed to, functional food.
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7.4.5 Research Proposition 5
RP5: Consumers negotiate and manage their values when ANOVA
consuming functional food
The value negotiation process for consuming functional food is measured by 13 items 
which were developed by considering the results of the qualitative study in conjunction 
with the results of an earlier study by Connors, Bisogni, Sobal and Devine (2001). Items 
are measured using a seven-point Likert scale, with 1 indicating strongly disagree with 
the statement and 7 indicating strongly agree. The reliability tests produce a Cronbach 
alpha value of 0.796. The results of the ANOVA analysis for each item are presented in 
Table 7-20.
Table 7-20: Statistical Means Analysis of RP5
M y  c h o ic e  o f  f u n c t io n a l  
f o o d  d e p e n d s  o n :
E th n ic i ty N M e a n S td .
D e v
S u m  o f  
S q u a r e s
d f M e a n
S q u a re
F S ig .
Q 7 6 : w h e th e r  I ’m  
v io l a t i n g  m y  b a s ic  
p r in c ip le  o r  n o t  ( e .g . 
r e l ig io n )
M a la y 2 0 0 5 .5 6 0 1 .7 4 4 4 5 .6 2
1 6 8 9 .9 5
1 7 3 5 .5 7
2
5 9 7
5 9 9
2 2 .8 1
2 .8 3
8 .0 6 .0 0 0
C h in e s e 2 0 0 4 .8 9 5 1 .6 1 2
In d ia n 2 0 0 5 .1 2 5 1 .6 9 0
T o ta l 6 0 0 5 .1 9 3 1 .7 0 2
Q 7 7 : th e  t a s te s  o f  th e  
fo o d .
M a la y 2 0 0 5 .0 5 0 1 .3 4 4 3 .4 6 3
9 8 3 .3 3
9 8 6 .7 9
2
5 9 7
5 9 9
1 .73
1 .6 5
1 .0 5 .3 5 0
C h in e s e 2 0 0 5 .2 3 5 1 .2 1 5
In d ia n 2 0 0 5 .1 2 5 1 .2 8 8
T o ta l 6 0 0 5 .1 3 7 1 .2 8 4
Q 7 8 : h o w  c o n v e n ie n t  to  
c o n s u m e  th e  fo o d .
M a la y 2 0 0 5 .3 5 0 1 .1 5 9 2 .8 9
6 3 4 .5 7
6 3 7 .4 7
2
5 9 7
5 9 9
1 .4 5
1 .0 6
1 .3 6 .2 5 8
C h in e s e 2 0 0 5 .5 2 0 .9 4 5 6
In d ia n 2 0 0 5 .4 3 5 .9 7 5 0
T o ta l 6 0 0 5 .4 3 5 1 .0 3 2
Q 7 9 : h o w  e a s y  it  is  to  
p r e p a r e  th e  fo o d .
M a la y 2 0 0 5 .4 7 5 1 .0 7 9 1 .1 0
6 6 4 .4 7
6 6 5 .5 7
2
5 9 7
5 9 9
.5 5
1 .11
.5 0 .6 0 9
C h in e s e 2 0 0 5 .5 2 5 1 .0 7 5
In d ia n 2 0 0 5 .4 2 0 1 .0 0 9
T o ta l 6 0 0 5 .4 7 3 1 .0 5 4
Q 8 0 : h o w  m u c h  is  th e  
fo o d  c o s ts .
M a la y 2 0 0 5 .3 5 5 1 .1 8 2 3 .7 2
9 9 6 .5 5
1 0 0 0 .2 7
2
5 9 7
5 9 9
1 .8 6
1 .6 7
1.11 .3 2 9
C h in e s e 2 0 0 5 .3 2 5 1 .3 4 9
In d ia n 2 0 0 5 .1 7 5 1 .3 3 9
T o ta l 6 0 0 5 .2 8 5 1 .2 9 2
Q 8 1: M y  h o w  m u c h  th e  
h e a l th  b e n e f i t s  th e  fo o d  
c a n  g iv e  to  m e .
M a la y 2 0 0 6 .1 0 5 .7 7 9 1 5 .8 0
4 2 7 .5 3
4 3 3 .3 3
2
5 9 7
5 9 9
2 .9 0
.7 2
4 .0 5 .0 1 8
C h in e s e 2 0 0 5 .8 9 0 .9 6 6
In d ia n 2 0 0 5 .8 8 5 .8 7 5
T o ta l 6 0 0 5 .9 6 0 .8 8 2
Q 8 2 : th e  s ta te  o f  m y  
h e a l th .
M a la y 2 0 0 5 .8 5 0 .8 4 3 2 0 .2 5
6 6 3 .0 8
6 8 3 .3 3
2
5 9 7
5 9 9
1 0 .1 3
1 .11
9 .1 2 .0 0 0
C h in e s e 2 0 0 5 .5 2 0 1 .1 3 0
In d ia n 2 0 0 5 .4 7 0 1 .2 4 0
T o ta l 6 0 0 5 .6 1 3 1 .0 9 5
Q 8 3 : h o w  m u c h  
k n o w le d g e  I h a v e  a b o u t
M a la y 2 0 0 5 .7 5 5 .9 4 8 .21
4 2 4 .0 5
2
5 9 7
.11
.71
.1 5 .8 6 3
C h in e s e 2 0 0 5 .7 2 5 .8 4 4
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th e  fo o d . In d ia n 2 0 0 5 .7 1 0 .7 2 0 4 2 4 .2 6 5 9 9
T o ta l 6 0 0 5 .7 3 0 .8 4 2
Q 8 4 :  th e  a v a i l a b i l i ty  o f  
th e  fo o d .
M a la y 2 0 0 5 .6 1 0 .8 8 4 .5 8
4 3 7 .0 2
4 3 7 .6 0
2
5 9 7
5 9 9
.2 9
.7 3
.4 0 .6 7 2
C h in e s e 2 0 0 5 .5 8 5 .8 9 3
I n d ia n 2 0 0 5 .6 6 0 .7 8 6
T o ta l 6 0 0 5 .6 1 8 .8 5 5
Q 8 5 : th e  e a t in g  s i tu a t io n M a la y 2 0 0 5 .1 2 5 1 .3 0 3 7 .1 6
8 5 5 .2 1
8 6 2 .3 7
2
5 9 7
5 9 9
3 .5 8
1 .4 3
2 .5 0 .0 8 3
C h in e s e 2 0 0 5 .0 6 0 1 .381
In d ia n 2 0 0 5 .3 4 5 1 .1 3 2
T o ta l 6 0 0 5 .1 7 7 1 .2 8 0
Q 8 6 : th e  s id e  e f f e c t  o f  
th e  fo o d .
M a la y 2 0 0 6 .0 7 5 .9 2 4 1 4 .8 6
5 8 0 .0 1
5 9 4 .8 7
2
5 9 7
5 9 9
7 .4 3
.9 7
7 .6 5 .0 0 1
C h in e s e 2 0 0 5 .8 6 5 .9 2 8
In d ia n 2 0 0 5 .6 9 0 1 .0 9 5
T o ta l 6 0 0 5 .8 7 7 .9 9 7
Q 8 7 :  th e  b r a n d  o f  th e  
f o o d  ( i f  it p r o c e s s e d )
M a la y 2 0 0 5 .0 7 0 1 .3 6 5 8 .0 9
1 0 6 6 .7 0
1 0 7 4 .7 9
2
5 9 7
5 9 9
4 .0 5
1 .7 9
2 .2 7 .1 0 5
C h in e s e 2 0 0 5 .0 4 0 1 .4 1 4
In d ia n 2 0 0 5 .3 0 0 1 .2 2 4
T o ta l 6 0 0 5 .1 3 7 1 .3 4 0
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The overall results partially support Research Proposition 5. Only four factors (Q76, 
Q81, Q82 and Q86) show significant differences among the mean responses (with 
p<0.05). The results of the post hoc multiple comparisons using Turkey’s test (Table 7- 
21) show that there are not always significant differences between the three ethnic 
group means.
Table 7-21: Tukey HSD Multiple Comparisons Analysis for Significant Factors
D e p e n d e n t
V a r ia b le
(I)
E th n ic i ty
(J)
E th n ic i ty
M e a n  D if f e r e n c e  
( I - J )
S td .
E r r o r
S ig . 9 5 %  C o n f id e n c e  
I n te rv a l
L o w e r
B o u n d
U p p e r
B o u n d
Q 7 6 M a la y C h in e s e .6 6 5 0 0 (* ) .1 6 8 2 5 .0 0 0 .2 6 9 7 1 .0 6 0 3
In d ia n ,4 3 5 0 0 ( * ) .1 6 8 2 5 .0 2 7 .0 3 9 7 .8 3 0 3
C h in e s e M a la y - .6 6 5 0 0 ( * ) .1 6 8 2 5 .0 0 0 - 1 .0 6 0 3 - .2 6 9 7
I n d ia n - .2 3 0 0 0 .1 6 8 2 5 .3 5 9 - .6 2 5 3 .1 6 5 3
In d ia n M a la y - .4 3 5 0 0 ( * ) .1 6 8 2 5 .0 2 7 - .8 3 0 3 - .0 3 9 7
C h in e s e .2 3 0 0 0 .1 6 8 2 5 .3 5 9 - .1 6 5 3 .6 2 5 3
Q 8 1 M a la y C h in e s e .1 9 5 0 0 .0 8 4 6 2 .0 5 6 - .0 0 3 8 .3 9 3 8
In d ia n .2 2 0 0 0 (* ) .0 8 4 6 2 .0 2 6 .0 2 1 2 .4 1 8 8
C h in e s e M a la y - .1 9 5 0 0 .0 8 4 6 2 .0 5 6 - .3 9 3 8 .0 0 3 8
In d ia n .0 2 5 0 0 .0 8 4 6 2 .9 5 3 - .1 7 3 8 .2 2 3 8
In d ia n M a la y - .2 2 0 0 0 ( * ) .0 8 4 6 2 .0 2 6 - .4 1 8 8 - .0 2 1 2
C h in e s e - .0 2 5 0 0 .0 8 4 6 2 .9 5 3 - .2 2 3 8 .1 7 3 8
Q 8 2 M a la y C h in e s e .3 5 0 0 0 ( * ) .1 0 5 3 9 .0 0 3 .1 0 2 4 .5 9 7 6
In d ia n ,4 2 0 0 0 (* ) .1 0 5 3 9 .0 0 0 .1 7 2 4 .6 6 7 6
C h in e s e M a la y - . 3 5 0 0 0 H .1 0 5 3 9 .0 0 3 - .5 9 7 6 - .1 0 2 4
In d ia n .0 7 0 0 0 .1 0 5 3 9 .7 8 4 - .1 7 7 6 .3 1 7 6
In d ia n M a la y - .4 2 0 0 0 ( * ) .1 0 5 3 9 .0 0 0 - .6 6 7 6 - .1 7 2 4
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C h in e se -.0 7 0 0 0 .1 0 5 3 9 .7 8 4 -.3 1 7 6 .1 7 7 6
Q 8 6 M alay C h in e se .2 1 0 0 0 .0 9 8 5 7 .085 -.0 2 1 6 .4 4 1 6
In d ian .3 8 5 0 0 (* ) .0 9 8 5 7 .000 .1 5 3 4 .6 1 6 6
C h in e se M a la y -.2 1 0 0 0 .0 9 8 5 7 .085 -.4 4 1 6 .0 2 1 6
In d ian .1 7 5 0 0 .0 9 8 5 7 .1 7 9 -.0 5 6 6 .4 0 6 6
In d ian M a la y - . 3 8 5 0 0 0 .0 9 8 5 7 .0 0 0 -.6 1 6 6 -.1 5 3 4
C h in e se - .1 7 5 0 0 .0 9 8 5 7 .1 7 9 -.4 0 6 6 .0 5 6 6
* The mean difference is significant at the .05 level.
The Turkey’s test in Table 7-21 shows that the Malay means are significantly different 
from the means for the other two ethnic groups, for Q76 and Q82. For Q81 and Q86, the 
Malay mean is only significantly different from the Indian mean. The overall results 
indicate that respondents prioritize indicators and manage their values in different 
situations during functional food consumption. The four indicators that show significant 
differences are: basic values, health benefits, health state and side effects of functional 
food. The Malay means are significantly different from the means of the other two 
ethnic groups.
We conducted an ANOVA analysis on Q88 to see if respondents balance their values 
when consuming functional food. The ANOVA (Table 7-22) results indicate that there 
is a significant difference between the responses to this statement among the groups (at 
p<0.05 level). All three ethnic groups agreed with this statement. Respondents are 
willing to tolerate (balance) their values as long as consuming the functional food does 
not violate their core values, such as their religious beliefs.
Table 7-22: Statistical Means and ANOVA Analysis for Balancing Values of RP5
Item E th n ic ity N M e a n S td .
D ev
S u m  o f  
S q u a re s
d f M e a n
S q u a re
F S ig .
Q 8 8 : I try  to  b a la n c e  m y M a la y 2 0 0 5 .8 9 0 1.011 19 .24 2 9 .6 2 8 .82 .0 0 0
v a lu e s  in  c o n su m in g C h in e se 2 0 0 5 .4 8 0 1 .169 6 5 1 .0 2 59 7 1.09
fu n c tio n a l fo o d  as lo n g
In d ian 2 0 0 5 .8 2 0 .939
6 7 0 .2 6 59 9
1 m  n o t v io la tin g  m y  
b as ic  p rin c ip le  (e .g .
T o ta l 6 0 0 5 .7 3 0 1 .058
re lig io n ).
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The post hoc multiple comparisons using Turkey’s test (Table 7-10) show that there are 
not always significant differences among the three ethnic group means. The mean 
responses for Chinese and Malays tend to be significantly different from the mean 
responses of Indians.
Table 7-23: Tukey HSD Multiple Comparisons Analysis for Significant Factors
(I) E th n ic ity (J )  E th n ic ity M e a n  D if fe re n c e  ( I -J ) S td . E rro r S ig . 9 5 %  C o n f id e n c e  In te rv a l
L o w e r B o u n d U p p e r  B o u n d
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Malay Chinese .41000(*) .10443 .000 .1646 .6554
Indian .07000 .10443 .781 -.1754 .3154
Chinese Malay -.41000(*) .10443 .000 -.6554 -.1646
Indian -.340000 .10443 .003 -.5854 -.0946
Indian Malay -.07000 .10443 .781 -.3154 .1754
Chinese .340000 .10443 .003 .0946 .5854
* The mean difference is significant at the .05 level.
Discussion for RP5
Today, consumers can choose from a variety of modem and culturally-based functional 
foods. Sometimes participants may find that certain foods conflict with their religion, 
custom, food beliefs or personal values. In this study, there is evidence that participants 
negotiate their values subconsciously every time they make a decision to consume or 
not consume a selected functional food.
Generally, participants negotiate values in food consumption in several ways. When 
choosing and consuming food, consumers negotiate and manage their values when they 
encounter conflicting value systems. According to Kamakura and Novak (1992), a 
consumer's value system is an important tool for dealing with conflicting values in 
decision-making. Each consumer’s value system is unique, making consumption 
choices in personal food systems intricate. Social and lifestyle changes make food- 
related decisions even more complex. As a result, individuals must negotiate their 
values with themselves; especially when a long-term view is taken. Nevertheless, 
consumers may have a set of common values in their value system, but the way they 
order and prioritise those values is different, even if they share similar cultural 
backgrounds.
Consumers’ past choices of, and experiences with, functional food are also important 
sources of evidence about their choices. The evidence shows that consumer experiences 
act as foundations for their preference structures, and that the processes associated with 
such experiences lead to preferences that stabilize over time (Hoeffler & Ariely, 1999). 
Consumers do not spend much time thinking consciously about their consumption 
choices, nor are they aware of their values, until they face choices or personal values 
that are inconsistent with their religion. Value conflicts make it necessary to prioritize 
values (Connors, Bisogni, Sobal, & Devine, 2001).
In this research, ethnic group is the main denominator of commonality. Although each 
consumer is unique, they share certain common value systems based on ethnic 
background. The Turkey’s multiple comparison conducted in the ANOVA analysis
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confirms that consumers manage their different value systems (which are ethnically- 
based) as each ethnic group has their own sets of preferences.
Respondents try to balance their values in functional food consumption by categorizing 
and prioritizing their values. Certain indicators are important factors in choosing 
functional food. For example, health benefit is a more important indicator than brand, 
cost or eating situation. Finally, respondents try to balance benefits with their religious 
values, especially the Malays and Indians. As Muslims, the Malays need to know if the 
functional foods they consume are Halal. The Indian respondents (who are mainly 
Hindu) need to ensure they do not consume any beef products.
The most important food-related values emerging from this study are basic values, 
health benefits, health state and side effects. There were significant differences among 
ethnic groups on these factors. Research Proposition 5 is partially supported overall, but 
some elements of the proposition are stronger than others.
7.4.6 Research Proposition 6
RP6: Consumers’ personal values (terminal and t-test, ANOVA and
instrumental) influence functional food consumption, structural equation
modelling
Research Proposition 6 was based on the findings of the qualitative research study; it 
was tested by applying the Rokeach Value Survey (RVS). Rokeach (1973) developed a 
36-item questionnaire which measures specific value orientations that relate to 18 
terminal values (end states of existence) and 18 instrumental values (modes of conduct). 
Each of these items are measured using a seven-point Likert scale, with 1 indicating 
strongly disagree with a statement and 7 indicating strongly agree. One-tailed t-tests, 
ANOVA and structural equation modelling were used to test the research proposition. 
The reliability test produces a Cronbach alpha value of 0.949 for terminal values and a 
Cronbach alpha value of 0.951 for instrumental values. Table 7-24 illustrates the results 
of the t-test analysis for the overall population for each item.
Table 7-24: Statistical Means Analysis of RP6
Terminal Values Instrumental Values
Cronbach's Alpha = 0.949__________________________Cronbach's Alpha = 0.951
Item Ethnicity N Mean
Std.
Dev
Sig.
( 1- 
tailed) Item Ethnicity N Mean
Std.
Dev
Sig.
( 1- 
tailed
1. A
comfortable life
Malay
Chinese
Indian
200
200
200
6.125
5.870
5.805
.8141
.8756
.7346
<0.001 1 .
Ambitious
Malay
Chinese
Indian
Total
200
200
200
5.975
5.865
6.090
.8414
.7873
.6739
<0.001
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T o ta l 6 0 0 5 .9 3 3 .8 2 0 6 6 0 0 5 .9 7 7 .7 7 4 9
2. A n  e x c i t in g M a la y 2 0 0 5 .9 1 5 .8 9 5 4 < 0 .0 0 1 2. B ro a d - M a la y 2 0 0 6 .0 7 0 .8 3 5 8 < 0 .0 0 1
life C h in e s e 2 0 0 5 .8 4 5 .8 8 0 3 m in d e d C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 0 5 .6 8 4 3
In d ia n 2 0 0 5 .8 3 5 .7 5 5 4 2 0 0 6 .0 8 5 .6 1 6 2
T o ta l 6 0 0 5 .8 6 5 .8 4 5 4 6 0 0 6 .0 2 0 .7 2 1 4
3. A  s e n s e  o f M a la y 2 0 0 5 .9 7 5 .8 0 4 7 < 0 .0 0 1 3. C a p a b le / M a la y 2 0 0 6 .0 0 5 .7 6 0 2 < 0 .0 0 1
a c c o m p lis h m e n t C h in e s e 2 0 0 5 .8 0 5 .8 4 2 9 c a p a b i l i ty C h in e s e
In d ia n
T o ta l
2 0 0 5 .8 8 5 .7 7 1 2
In d ia n 2 0 0 5 .8 7 5 .7631 2 0 0 6 .0 5 0 .6 4 0 0
T o ta l 6 0 0 5 .8 8 5 .8 0 5 9 6 0 0 5 .9 8 0 .7 2 8 3
4. A  w o r ld  a t M a la y 2 0 0 6 .2 0 5 .89 8 3 < 0 .0 0 1 4. C h e e rfu l M a la y 2 0 0 5 .9 9 0 .8 3 8 7 < 0 .0 0 1
p e a c e C h in e s e 2 0 0 6 .0 3 0 .7 9 5 2 C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 9 5 .7 1 9 4
In d ia n 2 0 0 6 .2 0 5 .6 9 6 7 2 0 0 5 .9 6 0 .7 2 1 8
T o ta l 6 0 0 6 .1 4 7 .8 0 3 9 6 0 0 5 .9 8 2 .7 6 0 9
5. A  w o r ld  o f M a la y 2 0 0 6 .0 8 0 .9 0 4 3 < 0 .0 0 1 5. C le a n M a la y 2 0 0 6 .1 8 0 .7 9 4 2 < 0 .0 0 1
b e a u ty C h in e s e 2 0 0 6 .0 3 5 .7 8 5 4 C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 8 5 .8 4 1 6
In d ia n 2 0 0 6 .2 2 5 .7 4 6 4 2 0 0 6 .1 0 5 .62 9 3
T o ta l 6 0 0 6 .1 1 3 .8 1 7 5 6 0 0 6 .0 9 0 .7 6 3 5
6. E q u a lity M a la y 2 0 0 5 .8 6 5 .9 7 0 3 < 0 .0 0 1 6. M a la y 2 0 0 6 .0 8 0 .80 4 3 < 0 .0 0 1
C h in e s e
In d ia n
2 0 0 5 .9 1 0 .8 0 3 2 C o u ra g e o u s C h in e s e
In d ia n
2 0 0 5 .9 1 5 .7 2 8 3
2 0 0 5 .9 3 5 .7 9 6 2 T o ta l 2 0 0 6 .0 2 5 .7 7 9 4
T o ta l 6 0 0 5 .9 0 3 .8 5 9 4 6 0 0 6 .0 0 7 .7731
7. F a m ily M a la y 2 0 0 6 .2 4 5 .7 9 8 9 < 0 .0 0 1 7. F o rg iv in g M a la y 2 0 0 5 .9 6 0 .9711 < 0 .0 0 1
s e c u r i ty C h in e s e 2 0 0 6 .0 5 5 .6 2 7 7 C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 8 5 .7 1 2 3
In d ia n 2 0 0 6 .0 8 5 .7 6 8 6 2 0 0 6 .0 2 5 .8 4 7 3
T o ta l 6 0 0 6 .1 2 8 .7 4 0 0 6 0 0 5 .9 9 0 .8 4 9 2
8. F re e d o m M a la y 2 0 0 6 .0 3 0 .8 7 9 2 8. H e lp fu l M a la y 2 0 0 6 .0 5 5 .9 0 8 9 < 0 .0 0 1
C h in e s e
In d ia n
2 0 0 5 .8 7 0 .9 3 1 4
< 0 .0 0 1
C h in e s e
In d ia n
2 0 0 6 .0 1 5 .6 6 1 0
2 0 0 5 .9 0 0 .8 0 2 0 T o ta l 2 0 0 6 .0 7 0 .7 7 3 4
T o ta l 6 0 0 5 .9 3 3 .8 7 3 8 6 0 0 6 .0 4 7 .7 8 6 7
9. H a p p in e s s M a la y 2 0 0 6 .1 5 5 .7 7 0 7 < 0 .0 0 1 9. H o n e s t M a la y 2 0 0 6 .0 5 5 .7 9 5 0 < 0 .0 0 1
C h in e s e 2 0 0 6 .0 2 0 .8 0 8 0 C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 5 5 .7 3 8 7
In d ia n 2 0 0 5 .9 6 5 .7 1 1 6 2 0 0 6 .0 5 5 .6 3 5 6
T o ta l 6 0 0 6 .0 4 7 .7 6 7 3 6 0 0 6 .0 2 2 .7 2 7 2
1 0 . In n e r M a la y 2 0 0 6 .2 4 0 .8 6 9 6 < 0 .0 0 1 10. M a la y 2 0 0 5 .7 3 0 1 .0 2 1 0 < 0 .0 0 1
h a rm o n y C h in e s e 2 0 0 6 .0 2 5 .7 7 9 4 Im a g in a tiv e C h in e s e
In d ia n
T o ta l
2 0 0 5 .7 8 5 .8 6 7 5
In d ia n 2 0 0 6 .0 7 5 .6 4 9 2 2 0 0 5 .8 9 0 .7 0 7 4
T o ta l 6 0 0 6 .1 1 3 .7 7 5 6 6 0 0 5 .8 0 2 .8 7 5 8
11. M a tu re  lo v e M a la y 2 0 0 6 .0 7 0 .8 9 9 5 < 0 .0 0 1 11. M a la y 2 0 0 6 .0 0 0 .8 6 2 4 < 0 .0 0 1
C h in e s e 2 0 0 5 .8 9 5 .8 8 7 7 I n d e p e n d e n t C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 9 0 .6 5 7 3
In d ia n 2 0 0 5 .7 8 0 1 .1 2 6 0 2 0 0 6 .0 0 0 .7 5 6 9
T o ta l 6 0 0 5 .9 1 5 .9 8 2 9 6 0 0 5 .9 9 7 .7 6 2 2
12. N a tio n a l M a la y 2 0 0 6 .0 3 0 1 .1 2 9 4 < 0 .0 0 1 12. M a la y 2 0 0 6 .0 3 0 .8 0 1 4 < 0 .0 0 1
s e c u r i ty C h in e s e 2 0 0 5 .9 8 5 .7 6 0 0 In te lle c tu a l C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 4 5 .7 2 4 3
In d ia n 2 0 0 5 .9 3 5 .8 4 5 2 2 0 0 6 .0 3 5 .6 7 5 3
T o ta l 6 0 0 5 .9 8 3 .9 2 4 4 6 0 0 6 .0 0 3 .7 3 5 5
13. P le a s u re M a la y 2 0 0 5 .8 5 5 .9 7 9 2 < 0 .0 0 1 13. L o g ic a l M a la y 2 0 0 5 .9 4 5 .8 6 9 3 < 0 .0 0 1
C h in e s e 2 0 0 5 .8 5 5 .8 8 7 7 C h in e s e
In d ia n
T o ta l
2 0 0 5 .9 2 0 .6 6 7 7
In d ia n 2 0 0 5 .8 9 0 .8 6 1 2 2 0 0 6 .0 4 5 .7 3 1 9
T o ta l 6 0 0 5 .8 6 7 .9 0 9 4 6 0 0 5 .9 7 0 .7 6 1 6
14. S a lv a tio n M a la y 2 0 0 5 .8 9 5 1 .0 4 8 6 < 0 .0 0 1 14. L o v in g M a la y 2 0 0 6 .1 6 0 .7 9 2 2 < 0 .0 0 1
C h in e s e 2 0 0 5 .7 4 5 .9 8 2 2 C h in e s e 2 0 0 6 .0 4 5 .6 7 4 7
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In d ia n
T o ta l
2 0 0
6 0 0
5 .8 8 5
5 .8 4 2
.7 4 4 7
.9 3 5 3
In d ia n
T o ta l
2 0 0
6 0 0
6 .0 0 5
6 .0 7 0
.8 4 7 7
.7 7 6 4
15. S e lf - r e s p e c t M a la y 2 0 0 6 .1 0 5 .9 7 4 0 2 < 0 .0 0 1  15. M a la y 2 0 0 5 .9 1 0 .9 4 1 5 < 0 .0 0 1
C h in e s e 2 0 0 5 .9 4 5 .8 3 3 9 4 O b e d ie n t C h in e s e 2 0 0 5 .8 6 5 .8 0 0 0
In d ia n 2 0 0 5 .9 9 5 .6 6 8 7 4
In d ia n
T o ta l 2 0 0 5 .9 5 5 .6821
T o ta l 6 0 0 6 .0 1 5 .8 3 6 2 3 6 0 0 5 .9 1 0 .81 4 3
16. S o c ia l M a la y 2 0 0 5 .9 1 5 .9 8 6 2 2 < 0 .0 0 1  16. P o li te M a la y 2 0 0 5 .9 5 0 .8 0 0 4 < 0 .0 0 1
re c o g n it io n C h in e s e 2 0 0 5 .8 5 5 .7 0 4 6 0 C h in e s e 2 0 0 5 .9 4 5 .6 8 1 4
In d ia n 2 0 0 5 .9 4 5 .7 5 8 1 9
In d ia n
T o ta l 2 0 0 6 .0 2 5 .6 7 5 8
T o ta l 6 0 0 5 .9 0 5 .8 2 4 8 9 6 0 0 5 .9 7 3 .7 2 1 2
17. T ru e M a la y 2 0 0 6 .0 8 5 .8 8 4 1 3 < 0 .0 0 1  17. M a la y 2 0 0 6 .0 9 0 .8 3 3 9 < 0 .0 0 1
f r ie n d s h ip C h in e s e 2 0 0 6 .0 1 5 .7 3 3 1 2 R e s p o n s ib le C h in e s e 2 0 0 5 .9 8 5 .7 1 2 3
In d ia n 2 0 0 6 .0 8 0 .7 1 1 4 3
In d ia n
T o ta l 2 0 0 6 .0 8 0 .6 8 9 9
T o ta l 6 0 0 6 .0 6 0 .7 7 9 3 7 6 0 0 6 .0 5 2 .7 4 8 3
18. W is d o m M a la y 2 0 0 5 .9 3 5 .8 6 8 6 5 < 0 .0 0 1  18. S e lf - M a la y 2 0 0 5 .9 9 0 .8 3 8 7 < 0 .0 0 1
C h in e s e 2 0 0 5 .9 2 0 .7 6 5 8 5 c o n tro l le d C h in e s e 2 0 0 5 .9 3 0 .67 6 3
In d ia n 2 0 0 6 .0 7 0 .6 4 5 9 0
In d ia n
T o ta l 2 0 0 5 .9 8 0 .7 3 6 4
T o ta l 6 0 0 5 .9 7 5 .7 6 7 2 6 6 0 0 5 .9 6 7 .7 5 2 7
Note: N= 600; Source: Analysis o f survey data
All items have a mean greater than four, which indicates that consumers agree with the 
statements and that all the listed values are very important in their life. These findings 
are supported by the one-tailed t-test which shows that all items are significantly 
different from four (pO.OOl). Research Proposition 6 is supported.
A subsequent ANOVA analysis was used to determine if  personal values are more 
influential than cultural values. The results are summarized in Table 7-25. The post hoc 
Turkey’s test is performed to assess whether the ethnic group means are significantly 
different.
Table 7-25: Statistical Means and ANOVA Analysis o f Cultural vs. Personal Values
S ta te m e n t
E th n ic i ty
N M e a n S td .
D e v
S u m  o f  
S q u a r e s
d f M e a n
S q u a r e
F S ig .
P e r s o n a l  v a lu e s  a r e  
m o r e  in f lu e n t ia l  
c u l tu r a l  v a lu e s
M a la y 2 0 0 5 .0 7 5 1 .4 9 6 9 6 7 .2 7
1 2 3 0 .9 9
1 2 9 8 .2 6
2
5 9 7
5 9 9
3 3 .6 4
2 .0 6
16.31 .0 0 0
C h in e s e 2 0 0 4 .9 2 0 1 .6 9 3 5
I n d ia n 2 0 0 5 .6 9 5 1 .0 3 7 9
T o ta l 6 0 0 5 .2 3 0 1 .4 7 2 2
Note: N= 600; ANOVA means significant at the 0.05 level; Source: Analysis o f survey 
data.
The results indicate that consumers’ personal values influence their functional food 
preferences more than their cultural values. There are significant differences among the 
mean responses (p<0.05) o f the three groups. Post hoc multiple comparisons using a 
Turkey’s test (Table 7-26) show that there are not significant differences among the 
three ethnic group means.
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Table 7-26: Tukey HSD Multiple Comparisons Analysis for Personal vs. Cultural 
Values
(I) Ethnicity (J) Ethnicity Mean Difference (I-J) Std. Error Sig. 95% Confidence Interval
Lower Bound Upper Bound
Malay Chinese .410000 .10443 .000 .1646 .6554
Indian .07000 .10443 .781 -.1754 .3154
Chinese Malay -.410000 .10443 .000 -.6554 -.1646
Indian -.340000 .10443 .003 -.5854 -.0946
Indian Malay -.07000 .10443 .781 -.3154 .1754
Chinese .340000 .10443 .003 .0946 .5854
* The mean difference is significant at the .05 level.
The Turkey’s test in Table 7-26 shows that the Chinese mean is significantly different 
from the other ethnic group means. From these results, we conclude that respondents do 
perceive that personal values are more significant than cultural values in influencing 
functional food consumption. The mean responses for the Chinese group tend to be 
significantly different from the mean responses of the other two ethnic groups.
The next step is to use structural equation modelling (SEM) to identify the most 
prominent values using a Rokeach Value Survey (RVS).
Terminal Values
The RVS scale has two separate factors: terminal values and instrumental values. 
Terminal values have 18 initial items, which were examined through exploratory factor 
analysis (Table 7-27). Items for terminal values have moderate to strong loadings, 
ranging from 0.479 to 0.805, which are all above the acceptable factor loading of >0.35 
(Hair et al., 1995). The rotated component matrix produces two components.
Table 7-27: Exploratory Factor Analysis of Terminal Values
Terminal Values Cronbach alpha Component
1 2
A comfortable life .930 .801 .195
An exciting life .777 .129
A sense of accomplishment .646 .357
A world at peace .554 .511
A world of beauty .627 .445
Equality .620 .454
Family security .546 .514
Freedom .541 .524
Happiness .731 .347
Inner harmony .684 .415
Mature love .479 .453
Pleasure .570 .540
National security .882 .401 .662
Salvation .206 .788
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Self-respect .315 .761
Social recognition .239 .805
True friendship .279 .699
Wisdom .477 .565
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
Structural equation modelling was performed to identify which items have the highest 
factor loading. Initially, there were 12 items in the first dimension of terminal values: 
individual self-definition. However, the observed variables were reduced to four 
indicators, based on the modification indices for covariance. The deletions were 
repeated until the model fit was achieved. Therefore, we developed a four-indicator 
model of terminal values (i.e., a comfortable life, family security, happiness and inner 
harmony) under the dimension of individual self-definition. An excellent Cronbach 
alpha value of 0.860 demonstrates high internal reliability and consistency.
The same process was repeated for the second dimension of terminal values. Some of 
the observed variables were deleted to achieve the best fit model. Finally, we developed 
a three-indicator model; namely, social recognition, salvation and self-respect. This 
dimension was named life accomplishment. An excellent Cronbach alpha value of 
0.835, which reflects the unidimensionality of the measured items, indicates high 
internal reliability and consistency. In this model, three items are deleted to re-specify 
the final fit model.
The fit measures suggest a well-fitted model in which the Root Mean Error of 
Estimation (RMSEA), Comparative Fit Index (CFI), Tucker-Lewis Index (TLI) and 
Adjusted Goodness-of-Fit Index (AGFI) are all above the desired level. The model is 
illustrated in Table 7-28 and Figure 7-1.
Table 7-28: Goodness-of-Fit Statistics for the Measurement Model of Terminal Values
Standardize Regression 
Weights
Estimates Goodness of fits measures
Q97a <— FI .736 a Root Mean Error of Estimation (RMSEA)= 0.070
Q97g <— FI .772 b Adjusted Goodness-of-Fit Index (AGFI)=0.95
Q97i <— FI .793 c Tucker-Lewis Index (TLI)=.971
Q97j <— FI .818 d Comparative Fit Index (CFI)=.982
Q97p <— F2 .796 Goodness- of-Fit (GFI) = .976
Q97n <— F2 .753
Q97o <— F2 .829
Keys
FI: Individual self-definition, Cronbach's alpha=0.860 
F2: Life accomplishment, Cronbach's alpha=0.835
The following is a list of personal values that I look for or want out of life. 
FI: Q97a: A comfortable life_________________________________
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Q97g: Family security 
Q97i: Happiness 
Q97j: Inner harmony 
F2: Q97p: Social recognition
Q97n: Salvation
______ Q97o: Self-respect______________________________________________ _______
Recommended0 Kline (1998)); Hu and Bentler (1999) and Hair et.al (1998);c’ ' Hair 
et.al (1998); Source: Analysis o f survey data.
The measurement model of terminal values in Figure 7-4 suggests that the two 
dimensions of terminal values demonstrated unidimensionality, therefore achieving 
convergent validity. The correlation between the two dimensions of terminal values 
(i.e., FI: individual self-definition and F2: life accomplishment) is 0.76 with a standard 
error of 0.027. This indicates that the correlation between FI and F2 is significantly 
different from unity (p=0.000), supporting the discriminant validity between these two 
dimensions.
Figure 7-1: Measurement Model of Terminal Values
Q97j: Inner harmony
Q97i: Happiness
Q97g: Family security
Q97p: Social recognition
Q97n: Salvation
Q97o: Self-respect
097a: A comfortable life
F2: Life 
accomplishment
F I: Individual 
self-definition
Source: Developed for this research
Instrumental Values
There are 18 items under the instrumental values. The results of the exploratory factor 
analysis are reported in Table 7-29. Items for instrumental values have moderate to 
strong loadings, ranging from 0.586 to 0.846, which are ail above the acceptable factor 
loading of >0.35 (Hair et al., 1995). Varimax rotated component matrix produced two 
dimensions.
Table 7-29: Rotated Component Matrix of Instrumental Values
Instrumental Values Cronbach alpha Component
1 2
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Clean .603 .420
Courageous .928 .586 .520
Forgiving .783 .260
Helpful .846 .182
Honest .652 .425
Loving .756 .205
Obedient .727 .353
Polite .556 .467
Responsible .707 .387
Self-controlled .663 .386
Ambitious
.912
.208 .795
Broad-minded .290 .771
Capable/capability .275 .804
Cheerful .386 .628
Imaginative .346 .655
Independent .507 .584
Intellectual .300 .725
Logical .315 .741
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
The procedure applied for terminal values was repeated for instrumental values. Based 
on a factor analysis, the first dimension of instrumental values has ten observed 
variables. These ten observed variables were then reduced to three observed variables, 
based on the modification indices for covariance. The three-indicator model (i.e., 
loving, obedient and self-controlled) for the first dimension is named compassion. The 
three-indicator model has Cronbach alpha value of 0.800, which reflects the 
unidimensionality of the measured items, demonstrating high internal reliability and 
consistency.
The second dimension of the model is named competence. Based on the modification 
indices for covariance and to get a best fit model, the observed variables were reduced 
to a four-indicator model (i.e., broad-minded, logical, cheerful and independent). An 
excellent Cronbach alpha value of 0.834 for this model reflects the unidimensionality of 
the measured items, demonstrating high internal reliability and consistency. In this 
model, the four items are deleted to re-specify the final fit model.
The fit measures suggest a well-fitted model in which RMSEA, CFI, TLI and AGFI are 
all above the desired level. The model is illustrated in Table 7-30 and Figure 7-2.
Table 7-30: Goodness-of-Fit Statistics for the Measurement Model of Instrumental 
Values
Standardize Regression 
Weights
Estimates Goodness of fits measures
Q97ff <— FI .747 aRoot Mean Error of Estimation (RMSEA)= 0.0701
Q97gg <— FI .783 b Adjusted Goodness-of-Fit Index (AGFI)=0.95
Q97jj <— FI .739 c Tucker-Lewis Index (TLI)=.971
Q97t <— F2 .723 d Comparative Fit Index (CFI)=.982
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Q97ee<— F2 .805 Goodness-of-Fit Index (GFI) = .976
Q97v <— F2 .727
Q97cc<— F2 .736
Keys
FI: Compassion, Cronbach's alpha=0.800 
F2: Competence, Cronbach's alpha=0.834
The following is a list of personal values that I look for or want out of life.
FI: Q97ff: Loving
Q97gg: Obedient 
Q97jj: Self-controlled 
F2: Q97t: Broad-minded
Q97ee: Logical 
Q97v: Cheerful
_______ Q97cc: Independent______ ________________________________________________ ________
Recommended0 Kline (1998)); Hu and Bentler (1999) and Hair et.al (1998); c’ ’ Hair 
et.al (1998); Source: Analysis o f survey data.
The measurement model for instrumental values suggests that the two dimensions of 
instrumental values demonstrated unidimensionality, therefore achieving convergent 
validity. The correlation between the two dimensions of instrumental values (i.e., FI: 
compassion and F2: competence) is 0.85 with a standard error of 0.023. This indicates 
that the correlation between FI and F2 is significantly different from unity (p=0.00), 
supporting the discriminant validity between these two dimensions.
Figure 7-2: Measurement Model of Instrumental Values
Q97ff: Loving
Q97gg: Obedient
Q97jj: Self-controlled
Q97t: Broad-minded
Q97ee: Logical
Q97v: Cheerful
Q97cc: Independent
FI:
Compassion
Competence
.73
Source: Developed for this research
In short, a personal value is comprised of two main component variables: terminal 
values and instrumental values. Structural equation modelling confirmed that each of 
these values consists of two dimensions. The analysis shows that terminal and 
instrumental values, which represent personal values, influence functional food 
consumption. Therefore, Research Proposition 6 is accepted.
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Discussion for RP6
Personal values reflect the beliefs and actions of individual consumers and can be a 
powerful predictor of consumption preferences. Self-conception, self-esteem, personal 
experiences and changes in society are some of the factors that can shape individual 
personal values (Rokeach, 1979). Personal values are determined by cultural values, but 
they are not the same thing. According to Yau (1994, p. 49), cultural values differ from 
personal values because “personal values are referred to as the beliefs of individuals in a 
culture, while cultural values refer to normative beliefs which individuals have about 
how they are expected to behave by their culture.” Insofar as culture influences value 
formation, it is ultimately the consumer who decides whether to follow, adapt or even 
reject culturally-based values.
Malaysia has experienced rapid structural change and social transformation (Embong, 
1998) which have created a modem generation quite different from previous 
generations. Malaysia is a fast-moving developing country experiencing rapid 
technological advancement and social transformation. This social transformation affects 
the core values of consumers. According to Yau (1994), consumers may have a few 
culturally-based values, but they acquire hundreds of personal values throughout their 
life. This statement is particularly true for functional food consumption. Evidence from 
previous data analyses and the literature shows that participants acquire knowledge of 
functional foods from various sources. Changes in lifestyle change value systems. 
Individuals inherit cultural values from their ancestors and they acquire values 
throughout their life.
The values described in this research are intangible outcomes. Previous qualitative 
studies have investigated the influence of personal values on functional food 
consumption using means-end chain (MEC) techniques. Results from these MEC 
studies reveal that consumers may use terminal values to obtain desired ultimate modes 
of life, such as inner harmony, happiness, pleasure, family security, freedom, self- 
respect, social recognition, a comfortable life and an exciting life. These terminal values 
are the end state that participants hope to achieve. On the other hand, instrumental 
values are modes of achieving these terminal values.
Results from the quantitative study suggest that respondents consume functional food to 
achieve certain standards in their lives. Seven indicators or values were identified for 
both terminal and instrumental values. The seven terminal values were a comfortable
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life, happiness, inner harmony, family security, social recognition, salvation and self- 
respect. The seven instrumental values were loving, obedient, self-controlled, broad­
minded, logical, cheerful and independent. These values were identified using SEM, 
which produced two dimensions for both terminal and instrumental values. Table 7-31 
summarizes the personal values identified through qualitative Study #1 and quantitative 
Study #2.
Table 7-31: Summary of Identification of Values
S tu d y  1 T e rm in a l V a lu e s In s tru m e n ta l V a lu e s
Id e n tify  v a lu e s  w ith  M E C H a p p in e ss R e sp o n s ib ility
a n a ly s is In n e r  h a rm o n y O b e d ie n t
P le a su re L o v in g
F a m ily  se c u r ity In d e p e n d e n t
F re e d o m S e lf -c o n tro lle d
S e lf -re sp e c t C h e e rfu l
S o c ia l re c o g n itio n B ro a d -m in d e d
C o m fo r ta b le  life  
E x c it in g  life
L o g ic a l
S tu d y  2 T e rm in a l V a lu e s In s tru m e n ta l V a lu e s
Id e n tify  v a lu e s  w ith  S E M C o m fo r ta b le  life L o v in g
a n a ly s is H a p p in e ss O b e d ie n t
In n e r  h a rm o n y S e lf -c o n tro lle d
F a m ily  se c u r ity B ro a d -m in d e d
S o c ia l re c o g n itio n L o g ic a l
S a lv a tio n C h e e rfu l
S e lf -re sp e c t In d e p e n d e n t
Source: Analysis o f qualitative and quantitative data.
The contents of Table 7-31 show that there are similarities and differences in the values 
revealed through both studies. These differences are expected, since different 
methodologies were adopted for each study. The samples for each study are derived 
from different bases—the quantitative study used random sampling, the qualitative 
study used convenience sampling. The ANOVA analysis shows that personal values are 
more important than cultural values in influencing functional food consumption. The 
mean responses for the Chinese group are significantly different from the mean 
responses of the other ethnic groups. Despite the different methodologies of the 
qualitative and quantitative studies, their overall outcomes are largely similar. The 
results confirm the findings of previous studies that personal values underlie consumer 
attitudes and consumption behaviour (Homer & Kahle, 1988; Scott & Lamont, 1977). 
Both studies confirm that consumer personal values influence functional food 
consumption.
A final point: We recognize that individual personal values vary from consumer to 
consumer. According to Rokeach (1973), variations in personal, societal and cultural
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experience generate differences between individual value systems as well as differences 
in value system stability.
7.5 Summary of Research Propositions
Descriptive statistics, t-tests, ANOVA and SEM were used to test the research 
propositions as well as the models developed. Table 7-32 summarizes the methods used 
to analyse the research propositions, and the results of these tests.
Table 7-32: Summary of the Research Propositions
R e se a rc h
P ro p o s itio n s
S ta te m e n ts M e th o d  o f  
A n a ly s is
R e su lts
S u p p o rte d
R P la : C u ltu ra lly -b a se d  v a lu e s  s ig n if ic a n tly  u n d e rlie  
c o n su m e r  p re fe re n c e s  to w a rd  fu n c tio n a l fo o d .
t- te s t S u p p o rte d
R P lb : O ra l tr a d it io n s  in h e r ite d  fro m  p re v io u s  g e n e ra tio n s  
in f lu e n c e  th e  c o n su m p tio n  o f  fu n c tio n a l fo o d s  b y  
M a la y , C h in e se  an d  In d ia n  c o n su m e rs .
t- te s t S u p p o rte d
R P lc : M a lay , C h in e se  an d  In d ia n  e th n ic  g ro u p s  sh a re  
c e r ta in  s im ila r  fo o d  b e lie fs  th a t in f lu e n c e  th e  
c o n su m p tio n  o f  fu n c tio n a l fo o d .
D isc r im in a n t
a n a ly s is
S u p p o rte d
R P 2 : K n o w le d g e  in f lu e n c e s  fu n c tio n a l fo o d  p re fe re n c e s . A N O V A S u p p o rte d
R P 2 a : C o n su m e rs  g e t in fo rm a tio n  on  fu n c tio n a l fo o d  fro m  
p e rso n a l an d  im p e rso n a l so u rc e s .
D e sc r ip tiv e
a n a ly s is
S u p p o rte d
R P 3 : T h e  p e rc e iv e d  h e a lth in e s s  o f  fu n c tio n a l fo o d s  a ffe c ts  
th e  c o n su m p tio n  o f  su c h  fo o d .
D e sc r ip tiv e  
a n a ly s is  an d  
S E M
S u p p o rte d
R P 3 a : O ld e r  c o n su m e rs  p e rc e iv e  fu n c tio n a l fo o d s  m o re  
im p o rta n tly  th a n  y o u n g e r  c o n su m e rs .
D e sc r ip tiv e
a n a ly s is
S u p p o rte d
R P 4 : P re fe re n c e s  to w a rd  fu n c tio n a l fo o d  c o n v e rg e  d u e  to  
c h a n g e s  in  so c ia l s tru c tu re s .
D e sc r ip tiv e  
a n a ly s is  an d  
S E M
W e a k ly
su p p o r te d
R P 4 a C o n su m e rs  fro m  d if fe re n t e th n ic  g ro u p s  p re fe r  
m o d e rn iz e d  fu n c tio n a l fo o d  o v e r  tra d itio n a l 
fu n c tio n a l fo o d .
D e sc r ip tiv e
a n a ly s is
S u p p o rte d
R P 5 : C o n su m e rs  n e g o tia te  a n d  m a n a g e  th e ir  v a lu e s  w h en  
c o n su m in g  fu n c tio n a l fo o d .
D e sc r ip tiv e  
a n a ly s is  an d  
S E M
S u p p o rte d
R P 6 : C o n s u m e rs ’ p e rso n a l v a lu e s  ( te rm in a l an d  
in s tru m e n ta l)  in f lu e n c e  fu n c tio n a l fo o d  c o n su m p tio n .
D e sc rip tiv e  
a n a ly s is  an d  
S E M
S u p p o rte d
7.6 Structural Model Development
This section examines the process of specifying and evaluating a structural model of 
functional food consumption based on the preliminary model derived from the 
qualitative analysis. Figure 7-6 presents the AMOS output of this model. This is a full 
model, in which all possible variables are included.
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"igure 7-3: The SEM of the Full Dimensions Functional Food Consumption Construct
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The full dimension model tested in Figure 7-3 contains all latent variables from the 
qualitative model, including cultural values, food beliefs, social change, social 
interaction, knowledge, health factors, value negotiation (convenience and health), 
personal values (self-definition, life accomplishment, competence and compassion). 
Table 7-33 displays the goodness-of-fit statistics for the model.
Table 7-33: Goodness-of-Fit Statistics for Structural Model of the Full Dimension of 
Functional Food Consumption
G o o d n e s s  o f  f i ts  m e a s u r e s F u ll  D im e n s io n s R e c o m m e n d e d  v a lu e
C h i- s q u a r e ,  p - v a l u e =  0 .0 0 4 0 8 1 .1 9 6
y l  / d f 3 .2 5 7 < 3 .0 a
R o o t  M e a n  E r r o r  o f  E s t im a t io n  ( R M S E A ) 0 .0 6 1 < 0 .0 6 - 0 .0 8 b
G o o d n e s s - o f - F i t  (G F I ) 0 .7 9 0
A d ju s te d  G o o d n e s s - o f - F i t  (A G F I ) 0 .7 6 9 c lo s e  to  0 .9 0 c
T u c k e r - L e w is  I n d e x  ( T L I ) 0 .7 7 5 0 .9 d o r  g r e a te r
C o m p a r a t iv e  F i t  In d e x  (C F I ) 0 .7 8 7 0 .9 e o r  g r e a te r
Recommended a Kline (1998)); hHu and Bentler (1999) and Hair et.al (1998); c,d' Hair 
et.al (1998); Source: Analysis o f  survey data.
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The x2/df = 3.257 is above the required level although the RMSEA= 0.061 value is 
satisfactory, indicating a poor fit for this model. The CFI, TLI and AGFI are all below 
the acceptable level. Therefore, the full dimension model suggested by the qualitative 
study is not a valid model of satisfaction for this study.
The next section describes post hoc tests conducted to develop the best fit model.
7.6.1 Post Hoc Tests
The sources of misfit in the above model were investigated via a series of post hoc tests. 
In these tests the variables and indicators that were highly correlated were deleted 
following modification indices until goodness-of-fit was achieved (Hair, Anderson, 
Tatham, & Black, 1998). The final model was tested and the results are reported in
Table 7-34.
Table 7-34: Goodness-of-Fit Statistics for Structural Model of Functional Food 
Consumption
G o o d n ess  o f  Fits M easures 5 D im en sio n s R eco m m en d ed  value
C hi-square, p - v a l u e =  0 .0 0 4 4 0 .1 3 6
y 2 / d f 2 .4 8 7 < 3 .0 a
R oot M ean Error o f  E stim ation  (R M S E A ) 0 .0 5 0 < 0 .0 6 -0 .0 8 b
G o o d n ess-o f-F it Index (G FI) 0 .9 3 4
A d ju sted  G o o d n ess-o f-F it (A G F I) Index 0 .9 1 4 c lo se  to 0 .9 0 c
T u ck er-L ew is Index (T L I) 0 .921 0 .9 d or greater
C om parative Fit Index (C FI) 0 .9 3 4 0 .9 e or greater
Recommended a Kline (1998)); bHu and Bentler (1999) and Hair et.al (1998); c’d' Hair 
et.al (1998); Source: Analysis o f  survey data.
Table 7-34 presents the goodness-of-fit statistics of the final model. The ^2/df = 2.14 
and RMSEA=0.044 are well within the recommended range of acceptability, thus 
indicating that the model fits the data well. The CFI= 0.948; TLI= 0.939 and AGFI= 
0.922 are all at the desired level, further supporting goodness-of-fit. Therefore, a six- 
dimension model is accepted as the dimensions of satisfaction for this study. Figure 7-7 
presents the AMOS output of this model. In addition, the results of regression analysis 
show that these six factors explain 64 percent of the variance in consumer consumption 
of functional food. Table 7.35 presents the summary results of the truncated model in 
which several of the highly correlated variables have been dropped.
Table 7-35: Results Constructs Relationship of Functional Food Consumption
H yp oth esis Path Standardised  
C o effic ien t (ß)
t-va lue P
HI IV: C om p assion < — Cultural va lu es .2 1 2 3 .9 9 8 ***
H 2 TV: L ife  
accom p lish m en t
< — IV: C om p assion .6 7 7 10 .422 ***
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H 3 K n o w le d g e < — C u ltu ra l v a lu es .5 2 6 8 .0 2 6 * * *
H 4 H ea lth < — K n o w le d g e .391 5 .7 8 2 * * *
H 5 H e a lth < — T V : L ife  
a c c o m p lish m e n t
.0 9 7 2 .3 2 0 .0 2 0 *
H 6 H e a lth < — C u ltu ra l v a lu es .393 5 .8 3 0 ***
H 7 C o n su m p tio n  FF < — H ea lth .603 6 .8 2 2 ***
H 8 C o n su m p tio n  FF < — K n o w le d g e .2 8 8 4 .0 1 5 * * *
H 9 C o n su m p tio n  FF < — C u ltu ra l v a lu e s - .1 1 7 -1 .681 .093
H 1 0 C o n su m p tio n  FF < — C o n v e n ie n c e .1 1 9 2 .8 6 2 .0 0 4 * *
Significant at ***p<0.001, ** p<0.01 and *p<0.05; Source: Developed for this
research
Figure 7-4 describes the relationship of the variables that make up the adjusted model of 
functional food consumption. This relationship is obtained from fitting the variables to 
the hypotheses. This figure describes the relationship among all of the variables, as 
opposed to only testing the hypotheses.
Figure 7-4: The SEM of Functional Food Consumption Construct
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Source: Developed for this research
Further explanations for each of the hypotheses are given below:
HI: Cultural values will influence instrumental values (compassion)
This hypothesis suggests that cultural values influence instrumental values 
(compassion). The results of the structural equation modelling showed that the 
standardised regression weight of the structural path between cultural values and
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instrumental values (compassion) was positive and significantly different from zero at 
the 0.001 level (two-tailed) (ß = 0.212, p=0.00), demonstrating that Hypothesis 1 is 
supported by the data. This finding confirms the positive relationship between cultural 
values and instrumental values (compassion). In other words, consumer cultural values 
positively influence instrumental values (compassion).
H2: Instrumental values (compassion) will influence terminal values (life 
accomplishment)
This hypothesis suggests that instrumental values (compassion) will influence terminal 
values (life accomplishment). The results of the structural equation modelling showed 
that the standardised regression weight of the structural path between instrumental 
values (compassion) and terminal values (life accomplishment) was positive and 
significantly different from zero at the 0.001 level (two-tailed) (ß = 0.677, p=0.00), 
demonstrating that Hypothesis 2 is supported by the data. This finding confirms a 
positive relationship between instrumental values (compassion) and terminal values (life 
accomplishment). In other words, consumer instrumental values (compassion) 
positively influence terminal values (life accomplishment).
H3: Cultural values will influence knowledge
This hypothesis suggests that cultural values will influence knowledge. The results of 
the structural equation modelling showed that the standardised regression weight of the 
structural path between cultural values and knowledge was positive and significantly 
different from zero at the 0.001 level (two-tailed) (ß = 0.526, p=0.00), demonstrating 
that Hypothesis 3 is supported by the data. This finding confirms a positive relationship 
between cultural values and knowledge. Consumer cultural values positively influence 
knowledge.
H4: Knowledge will influence health
This hypothesis suggests that knowledge will influence health. The results of the 
structural equation modelling showed that the standardised regression weight of the 
structural path between knowledge and health was positive and significantly different 
from zero at the 0.001 level (two-tailed) (ß = 0.391, p=0.00), demonstrating that 
Hypothesis 4 is supported by the data. This finding confirms a positive relationship 
between knowledge and health, indicating that consumer knowledge positively 
influences health.
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H5: Terminal values (life accomplishment) will influence health
This hypothesis suggests that terminal values (life accomplishment) will influence 
health. The results of the structural equation modelling showed that the standardised 
regression weight of the structural path between terminal values (life accomplishment) 
and health was positive and significantly different from zero at the 0.05 level (two- 
tailed). (ß = 0.097, p=0.020, demonstrating that Hypothesis 5 is supported by the data. 
This finding confirms a positive relationship between terminal values (life 
accomplishment) and health. In other words, consumer terminal values (life 
accomplishment) positively influence health.
H6: Cultural values will influence health
This hypothesis suggests that ethnic cultural values will influence health. The results of 
the structural equation modelling showed that the standardised regression weight of the 
structural path between cultural values and health was positive and significantly 
different from zero at the 0.001 level (two-tailed) (ß = 0.393, p=0.00), demonstrating 
that Hypothesis 6 is supported by the data. This finding confirms a positive relationship 
between cultural values and health, demonstrating that consumer cultural values 
positively influence health.
H7: Health will directly influence consumption of functional food
This hypothesis suggests that health will directly influence consumption of functional 
food. The results of the structural equation modelling showed that the standardised 
regression weight of the structural path between health and consumption of functional 
food was positive and significantly different from zero at the 0.001 level (two-tailed) (ß 
= 0.603, p=0.00), demonstrating that Hypothesis 7 is supported by the data. This finding 
confirms a positive relationship between health and consumption of functional food. In 
other words, consumers’ health concerns positively and directly influence consumption 
of functional food. This finding is also supported by the qualitative study.
H8: Knowledge will directly influence consumption of functional food
This hypothesis suggests that knowledge will directly influence consumption of 
functional food. The results of the structural equation modelling showed that the 
standardised regression weight of the structural path between knowledge and 
consumption of functional food was positive and significantly different from zero at the 
0.001 level (two-tailed), (ß = 0.288, p=0.00), demonstrating that Hypothesis 8 is
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supported by the data. This finding confirms a positive relationship between knowledge 
and consumption of functional food. In other words, consumer knowledge positively 
and directly influences consumption of functional food at p<0.001 significant level.
H9: Cultural values will directly influence consumption of functional food
This hypothesis suggests that cultural values will directly influence consumption of 
functional food. The structural equation modelling results showed that the standardised 
regression weight of the structural path between cultural values and consumption of 
functional food is negative, but not significantly different from zero at the 0.05 level 
(two-tailed) (ß = -0.1681, p=0.093), demonstrating that Hypothesis 9 is not supported 
by the data. According to this result, there is no significant relationship between cultural 
values and consumption of functional food. Hypothesis 9 is rejected.
H10 Value negotiation (convenience) will directly influence consumption of 
functional food
This hypothesis suggests that value negotiation (convenience) will directly influence 
functional food consumption. The results of the structural equation modelling showed 
that the standardised regression weight of the structural path between value negotiation 
(convenient) and consumption of functional food was positive and significantly 
different from zero at the 0.01 level (two-tailed), (ß = 0.119, p=0.004), demonstrating 
that Hypothesis 10 is supported by the data. This finding confirms a positive 
relationship between value negotiation (convenience) and functional food consumption. 
In other words, consumer value negotiation (convenience) processes positively and 
directly influence functional food consumption. This finding is consistent with the 
qualitative study.
Analysing these functional food consumption relationship paths reveals many 
supportable hypotheses. The results are summarized into several functional food 
consumption measures, listed in Table 7-36. These measures were tested for 
unidimensionality and reliability and found to be relatively sound. An alpha coefficient 
value of around 0.80 to 0.70 is acceptable (Nunnally, 1978; Nunnally & Berstein, 1994). 
Therefore, these functional food consumption model measures can be used for future 
research on related topics to assess the generalizability of the results. Table 7-36 lists 
the Cronbach alpha measures for each of the question/items that make up the constructs 
used in the SEM analysis.
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Table 7-36: List of Functional Food Consumption Measures
C o n s tru c t C ro n b a c h
A lp h a
C u ltu ra l V a lu e s
Q 1 6 : M y  e th n ic  c u ltu ra l b a c k g ro u n d  d e te rm in e s  m y  p re fe re n c e  to w a rd  fu n c tio n a l fo o d . 
Q 17: C o n su m in g  fu n c tio n a l fo o d  is a  p a r t  o f  m y  e th n ic  c u ltu re .
Q 1 9 : O ra l tr a d it io n  is a  v a lu a b le  so u rc e  o f  le a rn in g  an d  u n d e rs ta n d in g  m y  o w n  e th n ic  
c u ltu re .
Q 2 1: M y  fo o d  b e l i e f  is in f lu e n c e d  b y  m y  e th n ic  c u ltu re .
0 .701
K n o w le d g e
Q 3 0 : I k n o w  w h ic h  ty p e  o f  fu n c tio n a l fo o d  to  c o n su m e .
Q 3 4 : I k n o w  a lo t on  d if fe re n t ty p e s  o f  fu n c tio n a l fo o d s .
Q 3 7 : I k n o w  w h e re  to  f in d  in fo rm a tio n  on  th e  fu n c tio n a l fo o d  th a t I n eed .
0 .7 0 1
H e a lth  F a c to rs
Q 4 4 : T h e  p e rc e iv e  h e a lth in e s s  o f  fu n c tio n a l fo o d  m o tiv a te  m e  to  c o n su m e  fu n c tio n a l fo o d . 
Q 5 0 : I th in k  th o s e  w h o  h a v e  a  h is to ry  o f  h e a lth  p ro b le m s  in  th e  fa m ily  a re  lik e ly  to  
c o n su m e  sp e c if ic  fu n c tio n a l fo o d .
Q 4 9 : C o n su m in g  fu n c tio n a l fo o d s  a llo w  m e  to  ta k e  m y  p e rso n a l h e a lth  in  m y  o w n  h a n d s . 
Q 5 3 : I c o n su m e  fo o d  w ith  fu n c tio n a l p ro p e r tie s  to  g e t a  d e s ire d  s ta te  o f  h ea lth .
0 .7 6 9
V a lu e  N e g o tia t io n  (c o n v e n ie n c e )
Q 7 7 : th e  ta s te s  o f  th e  fo o d .
Q 7 8 : h o w  c o n v e n ie n t to  c o n su m e  th e  fo o d . 
Q 7 9 : h o w  e a sy  it is to  p re p a re  th e  fo o d . 
Q 8 0 : h o w  m u c h  th e  fo o d  co sts .
0 .7 6 9
T e rm in a l V a lu e s  ( life  a c c o m p lis h m e n t)  
Q 9 7 p : S o c ia l re c o g n itio n .
Q 9 7 n : S a lv a tio n . 0 .7 7 2
In s tru m e n ta l V a lu e s  (c o m p a ss io n )  
Q 9 7 ff: L o v in g .
Q 9 7 g g : O b e d ie n t.
0 .7 5 5
C o n su m p tio n  o f  F u n c tio n a l F o o d  
Q l 0 1 : I tru s t fu n c tio n a l fo o d .
Q 1 0 4 : U s in g  fu n c tio n a l fo o d  m a k e s  m e  fee l se c u re  (sa fe ) . 
Q 1 0 9 : I re c o m m e n d  fu n c tio n a l fo o d  to  o th e rs .
0 .7 6 9
Source: Developed for this research
Cultural values, social interaction, knowledge, health factors, value negotiation 
(convenience), and personal values (life accomplishment and compassion) all contribute 
directly and indirectly to the consumption of functional food. The full dimension model 
of functional food consumption was rejected. The results of the analysis (summarized in 
Table 7-37) suggest a five dimension model of functional food consumption.
Table 7-37: Summary of the Results of Hypothesis Testing
H y p o th e se s S ta te m e n ts P R e su lts
H I C u ltu ra l v a lu e s  w ill in f lu e n c e  in s tru m e n ta l v a lu e s  (c o m p a ss io n ) . *** S u p p o rte d
H 2 In s tru m e n ta l v a lu e s  (c o m p a ss io n )  w ill in f lu e n c e  te rm in a l v a lu e s  
( l ife  a c c o m p lish m e n t) .
* * * S u p p o rte d
H 3 C u ltu ra l v a lu e s  w ill in f lu e n c e  k n o w le d g e . *** S u p p o rte d
H 4 K n o w le d g e  w ill in f lu e n c e  h e a lth . *** S u p p o rte d
H 5 T e rm in a l v a lu e s  ( l ife -a c c o m p lish m e n t)  w ill in f lu e n c e  h ea lth . .020* S u p p o rte d
H 6 C u ltu ra l v a lu e s  w ill in f lu e n c e  h e a lth . *** S u p p o rte d
H 7 H e a lth  w ill d ire c tly  in f lu e n c e  c o n su m p tio n  o f  fu n c tio n a l fo o d . * * * S u p p o rte d
H 8 K n o w le d g e  w ill d ire c tly  in f lu e n c e  c o n su m p tio n  o f  fu n c tio n a l fo o d . * * * S u p p o rte d
H 9 C u ltu ra l v a lu e s  w ill d ire c tly  in f lu e n c e  c o n su m p tio n  o f  fu n c tio n a l .093 N o t
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food. Supported
H 10 V alue nego tia tion  (conven ience) w ill d irec tly  influence 
consum ption  o f  functional food.
.004**
Supported
Significant at ***p<0.001, * *  p<0.01 and *p<0.05; Source: Developed fo r this
research
7.6.2 Cross-Cultural Analysis
We tested the model on the Malay, Chinese and Indian ethnic groups to see if it fitted 
across the culture groups. The goodness-of-fit in Table 7-38 shows that the model fit 
satisfactorily to Malays and fit adequately to the Chinese and Indian ethnic groups.
Table 7-38: Goodness-of-Fit Statistics for Structural Models of Functional Food 
Consumption for Three Ethnic Groups
G oodness-o f-F it M easures T otal
G roups
M alay C hinese Indian R ecom m ended
V alue
C hi-square , p -v a lu e ^  0.00 440 .136 280.042 406 .906 510.520
X2 / d f 2 .487 1.582 2.229 2.884 < 3 .0a
R oot M ean E rro r o f  E stim ation 0.050 0.054 0.079 0.091 < 0 .06 -0 .08b
(R M S E A )
G oodness-o f-F it (G FI) 0.934 0.882 0.845 0.806
A d justed  G oodness-o f-F it (A G F I) 0.914 0.850 0.794 0.798 close to  0 .90c
T ucker-L ew is Index (T L I) 0.921 0.912 0.842 0.817 0 .9 d or g rea ter
C om parative  Fit Index (C FI) 0 .934 0 .926 0.846 0.80 0 .9 e or g rea ter
Recommended value a Kline (1998); bHu and Bentler (1999) and Hair et.al (1998); c’d’ 
Hair et.al (1998); Source: Analysis o f  survey data
The chi-square values for all three ethnic groups are statistically significant at the 0.000 
level. We can conclude that significant differences exist because the sensitivity of these 
measures is not overly affected by the sample size of each ethnic group (n=200). The 
goodness-of-fit tests are marginal for the Chinese and Indian ethnic groups, but the 
models still can be accepted. For example, the RMSEA for Indians is 0.091, which falls 
just outside the acceptable range of 0.08 or less, but less than the upper threshold of 
0.10. An RMSEA between 0.09 and 0.095 still indicates satisfactory fit (Hair, 
Anderson, Tatham, & Black, 1998). Some of the other absolute fit measures indicate 
that the models are marginally acceptable, at best. This should not halt further 
examination of the results, unless the overall models are deemed to fit so poorly that 
both structural and measurement models would be invalid (Hair, Anderson, Tatham, & 
Black, 1998).
Table 7-39 summarizes the results of cross-cultural tests on the Malay, Chinese and 
Indian ethnic groups.
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Table 7-39: Comparison of Malay, Chinese and Indian Ethnic Groups’ Relationship of 
Functional Food Consumption Models
P a th
M a la y C h in e s e In d ia n
ß t - v a lu e P ß t- v a lu e P ß t- v a lu e P
H I IV : C o m p a s s io n < —  C u l tu r a l - V a lu e s .181 2 .7 6 5 .0 0 6 * * .0 2 6 .3 0 2 .7 6 3 .2 9 3 3 .2 6 5 .0 0 1 * *
H 2 T V : L ife  
a c c o m p l i s h m e n t
< —  IV : C o m p a s s io n .4 8 6 3 .7 9 1 * * * .6 6 0 5 .9 9 5 * * * .8 5 5 8 .4 8 4 * * *
H 3 K n o w le d g e < —  C u l tu r a l  V a lu e s .5 0 8 3 .8 6 9 * * * .5 7 0 5 .0 7 2 * * * .4 9 7 5 .0 9 0 * * *
H 4 H e a l th < —  K n o w le d g e .3 6 2 2 .8 1 9 .0 0 5 * * .5 6 4 4 .4 4 0 * * * .3 4 3 3 .0 2 2 .0 0 3 * *
H 5
H e a l th
T V : L ife  
a c c o m p l is h m e n t
.151 1 .9 7 6 .0 4 8 * .2 2 0 2 .1 8 2 .0 2 9 * .2 0 6 2 .5 6 1 .0 1 0 * *
H 6 H e a l th < —  C u l tu r a l  V a lu e s .3 4 0 2 .9 1 5 .0 0 4 * * .2 4 6 2 .4 8 7 .0 1 3 * .5 6 8 3 .9 6 5 * * *
H 7 C o n s u m p t io n  F F < —  H e a l th .7 3 9 5 .2 9 8 * * * .4 2 1 -2 .4 8 6 .0 0 5 .7 1 4 2 .4 9 3 .0 1 3 * *
H 8 C o n s u m p t io n  F F < —  K n o w le d g e .1 0 7 .9 1 8 .3 5 9 .4 7 8 2 .8 1 5 .0 0 5 * * .2 7 0 2 .0 0 1 .0 4 5 *
H 9 C o n s u m p t io n  F F < —  C u l tu r a l  V a lu e s - .0 6 5 - .5 9 9 .5 4 9 - .0 7 5 2 .7 8 3 .5 0 5 - .3 4 8 -1 .6 8 1 .0 9 3
H 1 0 C o n s u m p t io n  F F < —  C o n v e n ie n c e - .0 5 7 - .8 7 6 .381 .1 9 1 - .6 6 7 .0 1 7 * .3 3 0 3 .8 3 6 * * *
Significant at ***p<0.001, * *  p<0.01 and *p<0.05; Source: Developed for this
research
For HI, Indians show a stronger relationship than Malays, but the Chinese show no 
relationship. The results indicate that cultural values influence instrumental values 
(compassion) for Indians more than the Malays. This result does not apply for the 
Chinese subgroup. A possible reason for these results is that Indians and Malays are 
more ‘emotionally attached’ to their cultures than Chinese. Indians may cling tightly to 
their culture in response to their perceived marginalisation in Malaysian society 
(Gatsiounis, 2007). Malays may still feel the perceived superiority of the Chinese who, 
as an ethnic group, dominate the economy (Kaur & Metcalfe, 1998; Mastor, Jin, & 
Cooper, 2000; Noor, 1999). This, however, does not mean that the Chinese are no less 
attached to their cultural values.
For H2, all ethnic groups show significant relationships. Indians show the strongest 
relationship, followed by Chinese and Malays. Instrumental values under the dimension 
of compassion influence terminal values (life accomplishments). As discussed in 
Research Proposition 6, terminal values are the end state that respondents hope to 
achieve in life. Respondents use their instrumental values—their mode of conduct—to 
accomplish the end state—terminal values (Rokeach, 1973).
For H3, all ethnic groups show significant relationships. Indians show the strongest 
relationship, followed by Chinese and Malays. Cultural values influence knowledge 
because each ethnic group has their own food beliefs and traditional knowledge that 
pass from generation to generation.
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For H4, all ethnic groups show significant relationships. The Chinese show the 
strongest relationship, followed by Indians and Malays. These results reflect the results 
in HI. As has been said before, the Chinese are socially and economically better off 
than the Malay and Indian ethnic groups (Mastor, Jin, & Cooper, 2000). This is 
supported by the data in this study. This situation is likely to influence the Chinese to 
make more rational and calculative decisions. The Chinese are also more likely than 
other ethnic groups to use knowledge to improve their health, because of their higher 
socioeconomic position.
For H5, all ethnic groups show significant relationships. Terminal values influence 
health. This factor is related to the self-recognition and salvation values which parallel 
the religious beliefs of the ethnic groups; that is Islamic values for Malays, Confucian 
philosophy for Chinese, and Hindu values for Indians. Each belief has specific 
guidelines for ideal behaviour and pure living, which are also related to physical and 
spiritual health.
For H6, Indians show the strongest relationship, followed by Malays and Chinese. 
Cultural values, such as ethnic culture, food belief and oral traditions, influence 
respondents’ health motives and health behaviours.
For H7, all ethnic groups show significant relationships. Malays show the strongest 
relationship, followed by Indian and Chinese. Health directly influences the 
consumption of functional food. Respondents from each of the ethnic groups consume 
functional food because for its therapeutic effects.
For H8 and H10, only Chinese and Indians show significant relationships for the 
hypotheses that knowledge and convenience directly influence functional food 
consumption. For Malays, knowledge influences health, but does not directly affect the 
consumption of functional food. For the hypothesis regarding convenience (H10), 
Indians show the strongest relationship of the ethnic groups. Factors such as cost, taste, 
ease of consumption and preparation do not directly influence Malays to consume 
functional foods. This is might because there are many more pre-packaged Indian and 
Chinese traditional therapeutic functional foods, than pre-packaged Malay functional 
foods.
All ethnic groups show insignificant relationships for H9 and this hypothesis is rejected 
by all ethnic groups. This suggests that cultural values do not directly influence 
consumption of functional food.
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Table 7-40 summarizes the results, indicating whether or not the hypothesis is supported 
by the data.
Table 7-40: Summary of the Results of Hypothesis Testing
S ta te m e n ts
M a la y C h in e s e I n d ia n
P R e s u lt s P R e s u lt s P R e s u lt s
HI C u ltu ra l v a lu es  w ill in flu en ce  
in s tru m en ta l v a lu es  (c o m p ass io n ).
.005**
S u p p o rted
.782
N o t
S u p p o rted
.002**
S u p p o rted
H 2 In s tru m en ta l v a lu e s  (co m p ass io n ) 
w ill in flu en ce  te n n in a l v a lu es  (life  
a c c o m p lish m en t).
*  *  *
S u p p o rted
* * *
S u p p o rted
* * *
S u p p o rted
H3 C u ltu ra l v a lu e s  w ill in flu en ce  
k n o w led g e .
*** S u p p o rted *** S u p p o rted *** S u p p o rted
H 4 K n o w le d g e  w ill in flu en ce  hea lth . .006** S u p p o rted *** S u p p o rted .003** S u p p o rted
H 5 T erm in a l v a lu e s  (life  
a c c o m p lish m e n t)  w ill in flu en ce  
h ea lth .
.048*
S u p p o rted
.021*
S u p p o rted
.036*
S u p p o rted
H 6 C u ltu ra l v a lu es  w ill in flu en ce  
h ea lth .
003* * S u p p o rted .015* S u p p o rted *** S u p p o rted
H 7 H ea lth  w ill d irec tly  in flu en ce  
co n su m p tio n  o f  fu n c tio n a l food .
* * * S u p p o rted .006**
S u p p o rted
.004**
S u p p o rted
H 8 K n o w led g e  w ill d irec tly  in flu en ce  
co n su m p tio n  o f  fu n c tio n a l food .
.410
N o t
S u p p o rted
.007**
S u p p o rted
.003**
S u p p o rted
H9 C u ltu ra l v a lu es  w ill d irec tly  
in flu en ce  c o n su m p tio n  o f  
fu n c tio n a l food .
.436
N o t
S u p p o rted .480
N o t
S u p p o rted .101
N o t
S u p p o rted
H 10 V alu e  n eg o tia tio n  (co n v e n ie n c e ) 
w ill d irec tly  in fluence  
c o n su m p tio n  o f  fu n c tio n a l food .
.323
N o t
S u p p o rted .018**
S u p p o rted
* * *
S u p p o rted
Significant at *p< 0.001 and **p<0.05; Source: Developed for this research
7.7 Conclusion
This chapter has examined the research data, presented the results of the analyses and 
discussed each research proposition. The basic descriptive statistics, t-tests, ANOVA 
and SEM were used to test the propositions, as well as the competing models. The 
descriptive statistics show that the respondents to this study were mainly working adults 
aged between 25 to 39 years. The SEM results indicate that the functional food 
consumption model is comprised of five salient dimensions of relationship- 
consumption activities and that knowledge influences consumer health consciousness, 
leading to the consumption of functional food. A cross-cultural analysis showed that the 
model developed best fitted the Malay ethnic group. Chapter 8 discusses the 
implications for theory and practice of these results, as well as the limitations of the 
research.
164
8 CHAPTER 8: CONCLUSIONS AND IMPLICATIONS
8.1 Introduction
This final chapter discusses the main findings of the thesis. It describes the model 
developed from the qualitative and quantitative results, discusses the contribution of the 
thesis to theory and practice and points out some directions for future research. The 
final product of this thesis is a model of functional food consumption which is 
applicable to multicultural societies. The models developed in this thesis contribute to 
the literature by illuminating consumer motives regarding functional food consumption. 
These findings have practical implications for public policy-makers (e.g., government 
and consumer educators), industrial food practitioners, market researchers and 
manufacturers who produce, sell or market functional foods.
8.2 Substantive Theory from the Qualitative Study
The substantive theory of functional food consumption was developed through the 
qualitative study in Chapter 5, and tested in Chapter 7. Six main core categories were 
produced from the constant comparative analyses. These categories were then used to 
develop the substantive model of functional food consumption and the research 
propositions. The other models developed in the qualitative study relate to cultural 
convergence and value negotiation. However, these latter two emerging theories were 
only partially supported by the quantitative analyses.
8.2.1 Cultural Convergence in Functional Food Consumption
The findings show that rapid economic development is changing Malaysia's social 
structure in terms of income, occupation and living conditions. These changes increase 
the extent to which the three ethnic groups in Malaysia are exposed to each other’s 
cultures. These changes can revolutionize value systems and lifestyles (Bronfenbrenner, 
1986; Hoff-Ginsberg & Tardiff, 1995; Super & Harkness, 1986).
The model of cultural convergence for functional food consumption is illustrated in 
Figure 8-1. The data analysis and evidence from the literature suggest that cultural 
practices change and converge over time, to a certain degree (Bronfenbrenner, 1986; 
Hoff-Ginsberg & Tardiff, 1995; Pretty, 2007; Samson & Pretty, 2006; Singh, 2007;
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Super & Harkness, 1986; Turner & Turner, 2007). The model illustrates how 
socioeconomic development can cause structural changes that encourage social 
interaction and lead to changes in lifestyles and value systems. Over time, these changes 
promote cultural convergence in regard to functional food consumption; that is, the 
functional food preferences of the three ethnic groups become more alike. The model 
was discussed in detail in Chapter 5.
Figure 8-1: Cultural Convergence in Functional Food Consumption
Changes in 
lifestyle
Social structural 
changes
Socioeconomic
development
(urbanization,
modernization,
industrialization
globalization)
Social interaction
(between Malay, Chinese and Indian)
Changes in value system
Cultural
Convergence
Source: Analysis o f qualitative data
Culturally-derived health beliefs affect food choices and establish various taboos against 
certain foods, which differ among cultures. Culture is likely to shape tastes and 
preferences. If a culture consists of a system of shared beliefs, then it follows that the 
tastes and preferences of people in that culture are more likely to be similar. It also 
follows that these tastes and preferences are shaped by the boundaries of their culture.
Rapid improvements in the socio-cultural and economic life of Malaysia in the last five 
decades have made consumers more educated and economically stable. To some extent, 
cultures converge, new identities arise and people’s identities shift over time. However, 
the underlying culture still defines the emerging cultures. In Malaysia, a ‘universal 
culture’ has not yet emerged from the ‘melting pot’ of different ethnicities. But when it 
comes to functional food, Malaysian consumers are willing to accept traditional and 
modernized functional food from other cultures, because of the perceived health 
benefits of these foods.
Cultural convergence is creating opportunities for consumers to experiment with 
functional food alternatives from other cultural groups. Cultural convergence can be 
regarded as a filter that removes some the ‘oddness’ from the functional foods of 
different cultures. In other words, cultural convergence makes some previously
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culturally-specific functional food more palatable to consumers from other cultures. In 
Malaysia, this convergence has to follow the dominant values of the Malay-Muslim 
majority. Cultural convergence is more likely to happen if food items and eating habits 
are acceptable to the Malays and their value systems.
In the quantitative analysis, the cultural convergence variables (social change and social 
interaction) were omitted from the final SEM model in order to achieve the best 
goodness-of-fit. Nevertheless, the research proposition results support the argument that 
functional food preferences are converging, to some extent. This convergence is due to 
social change and social interaction factors. The results also show that the majority of 
consumers prefer traditional modernized functional foods over pure traditional foods or 
modernized (enhanced, fortified or modified) functional foods. However, the final SEM 
model of functional food consumption deliberately omitted the two dimensions of social 
change and social interaction. Therefore, we conclude that these dimensions have no 
significant direct or indirect influence on functional food consumption in multicultural 
society.
The discrepancies between the qualitative and quantitative results might be because few 
items directly tested convergence; therefore, the survey may not have captured the 
requisite data. In addition, although there is evidence that the different ethnic groups 
interact, these interactions take place at a range of levels, and there is little actual 
evidence that the ethnic groups communicate about functional food. Even though the 
final model did not include cultural convergence, the concept has important implications 
for food marketing, which will be discussed later in this chapter.
8.2.2 Value Negotiations Process in Functional Food Consumption
The other important finding of the qualitative study is the value negotiation process. 
Negotiating values is an important part of food choice and it was a core category in the 
qualitative results. This emerging theory shows how consumers prioritize and balance 
their values in choosing which functional food to consume. This is part of the consumer 
decision-making process.
Figure 8-2 presents a model of how participants negotiate their conflicting values when 
choosing which functional food to consume. This model has been developed based on 
the findings of the two studies conducted for the thesis. The model was discussed 
thoroughly in Chapter 5.
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Figure 8-2: Value Negotiation Process in Functional Food Consumption
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Source: Analysis o f qualitative data
Participants negotiate their values by considering cultural characteristics, such as 
religion and food beliefs; physical characteristics, such as health state; and product 
characteristics, such as knowledge, price and brand. Other important factors to consider 
are individual and contextual influences, personal product experiences and cultural 
convergence relating to functional foods. The factors that influence the value 
negotiations process make functional food preferences a dynamic process. However, 
consumer choice is constrained by the availability of internal physiological, cognitive, 
and emotional resources.
The findings show that participant values are negotiated during food choice events; 
these vary according to the event and the social context. Values are weighed and 
accommodated with varying degrees of conscious reflection during food choice events 
(Connors, Bisogni, Sobal, & Devine, 2001; Fürst, Connors, Bisogni et al., 1996). This 
process is part of how consumers form preferences prior to making a final decision.
Behavioural decision research suggests that consumer construct preferences are based 
on response task and decision context, as needed (Fischhoff, 1991; Payne, Bettman, & 
Johnson, 1992; Slovic, 1995; Tversky, Sattath, & Slovic, 1988). As discussed in 
Chapter 5, consumer preference formation is dynamic and frequently directed at task- 
goal managing of internal or external resources (Wertenbroch & Carmon, 1997). 
Consumer attitudes toward food may form in accordance with, or as a result of, the 
historical era, culture and social setting to which they are exposed throughout their life 
(Bordieu, 1986; Devine & Olson, 1991; Fischler, 1988). Past experiences and current 
events act as foundations for consumer preference structures (Bettman & Park, 1980;
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Brucks, 1985). As consumers gain experience in a domain, in this case functional food, 
their preferences will stabilize over time (Hoeffler & Ariely, 1999).
It is important for food practitioners (e.g., marketers and manufacturers) to understand 
that consumers make decisions to accommodate their individual value systems, subject 
to a variety of influences and social contexts. This knowledge will help policy-makers 
and educators evaluate practices aimed at improving dietary behaviour (Fürst, Connors, 
Bisogni et al., 1996).
8.3 The Empirical Models of Functional Food Consumption
Most of the theories and models that address consumer decision-making and buying 
behaviour are less suitable for multicultural ethnic societies in developing countries 
(Douglas & Craig, 1997; Finucane & Holup, 2005). Moreover, it is doubtful whether 
existing consumer models are appropriate for cross-cultural studies, because they are 
rarely explicitly tested across cultures (Douglas & Craig, 1997).
The empirical findings of this study represent a contribution to the literature in the area 
of food marketing in developing multicultural countries, because the three models were 
developed in a cross-cultural context. The first model is a conceptual model that can be 
applied to the three ethnic groups, with comparable measures for goodness-of-fit among 
the three groups. The second model is specific to the Chinese and Indian ethnic groups; 
the final model applies to the Malay and Indian populations. Thus, we have developed 
three cross-cultural models of functional food consumption.
Industrial food practitioners can use the functional food consumption models for 
different types of markets within the overall population or as dual market approaches 
for the Malay-Indian or Chinese-Indian market. The models can be used to design 
functional food products that best accommodate consumers in multicultural countries. 
Managers should also use these models to enhance the effectiveness of their marketing 
strategies in multicultural functional food markets.
The models contribute to our understanding of the factors that influence functional food 
consumption in multicultural societies. It is important to note that the findings may only 
apply to South-East Asian countries, where culture and consumption patterns are 
similar. Or, the models may be specific to Malaysia, Singapore and Brunei which are 
dominated by the same ethnic groups that were investigated in this study. In these 
countries, culture and ethnicity are important facets of life. Respondents to the current
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study said as much—the very act of consuming functional food is related to their 
ethnicity and culture. In contrast, in Western or European countries, researchers link 
functional foods to enhanced, fortified or modified foods (Bech-Larsen & Grunert, 
2003; Bech-Larsen, Grunert, & Poulsen, 2001; Bhaskaran & Hardley, 2002; Bistrom & 
Nordstrom, 2002; Cox, Koster, & Russell, 2004; de Heer, 2002; Devcich, Pedersen, & 
Petrie, 2007; Gilbert, 1997; Hasler, 1996; Labrecque, Doyon, Bellavance, & 
Kolodinsky, 2006; Lawrence & Germov, 1999; Pascal, 1996; Saher, Arvola, Lindeman, 
& Lahteenmaki, 2004; Shahidi, 2004; Verbeke, 2005).
8.3.1 Conceptual Model of Functional Food Consumption in Multicultural 
Society
The findings of this research have several implications for modelling functional food 
consumption. The conceptual model consists of five dimensions, with positive 
coefficients which are significantly different from zero at the 0.05 level (two-tailed) of 
significance. These five dimensions are cultural values, instrumental values 
(compassion), terminal values (self-accomplishment), knowledge and health (physical 
and spiritual health). Figure 8-3 explains the model. The “+” signs stand for positive 
influence. The arrow signifies the direction of influence. As indicated by the figure, 
some components of the model may directly influence functional food consumption. 
This figure illustrates the dynamics of functional food consumption.
Figure 8-3: Conceptual Model of Functional Food Consumption
Cultural Values
Knowledge
Physical & 
spiritual 
health
Functional
Food
Consumption
Instrumental
Values
(Compassion)
Terminal Values 
(Self­
accomplishment)
Source: Developed for this research
Functional food consumption is directly influenced by physical and spiritual health 
factors which, in turn, are influenced by cultural values, terminal values and knowledge. 
Cultural values also influence knowledge. Terminal values (life-accomplishment) are 
influenced directly by instrumental values (compassion). These key variables are 
examined below.
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8.3.1.1 Cultural Values
As a whole, cultural values are the pervasive foundation that underlies all the choices 
involved in functional food consumption. In this research, cultural values consist of 
constructs such as ethnic culture, food belief and oral tradition. All of these constructs 
are important determinants in consuming functional food. Evidence from both studies 
shows that, besides health benefits, functional food is sometimes consumed to fulfil or 
express symbolic purposes related to cultures or rituals. This statement is supported by 
Kim, Forsythe, Gu and Moon (2002) who noted that consumers may choose particular 
products or brands to express their personality, social affiliation or internal 
psychological needs.
Cultural values play a role in determining individual behaviour by creating frameworks 
of acceptable and unacceptable behaviour that guide individual actions. Cultural values 
can be used to explain patterns of behaviour in consumer studies (Ford, LaTour, & 
Henthome, 1995; Green & Alden, 1988; Wallendorf & Amould, 1988; Watson, 
Lysonski, Gillan, & Raymore, 2002). They serve as a criterion for determining what 
conduct is appropriate or inappropriate. These behavioural criteria also guide self­
presentation and justify personal choices to others (Rokeach, 1979). Cultural values are 
the values that are upheld by individuals within a culture, although they need not be a 
synthesis of the personal values of everybody within a specific culture. Some segments 
of society may play a larger role in determining the values of the culture than others.
Culture provides order, direction and guidance to members of a society, for all aspects 
of problem-solving (Foster, 1962). Cultural values are shared values among ethnic 
groups that guide the consumption of functional food. In other words, within a certain 
culture, consumers may share similar beliefs, preferences and habits which lead to 
similar patterns of consumption behaviour. Food manufacturers should carefully assess 
cultural value orientations and emerging trends in instrumental and terminal values 
when planning new products. Cultural values information can also be used in promotion 
strategies, such as product design, packaging, advertising, publicity, sales promotions 
and sales force staffing. For example, marketers may re-position existing products to 
take into account ethnic groups, ethnic culture, traditional knowledge and food beliefs. 
Hence, it is crucial to design products with attributes which are connected to the cultural 
values identified in this thesis. Cultural values should also be emphasised and connected 
to consumer media habits.
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Given that this model was developed for Malays, Chinese and Indians, it will be much 
easier to target these groups within a larger market segment. For example, marketers 
can use the model to select appealing media and designs that emphasize the cultural 
values that are important to these consumers.
8.3.1.2 Personal Values: Instrumental Values (Compassion) and Terminal Values 
(Life-Accomplishment)
Consumer value systems and lifestyles occupy a central role in social life and influence 
consumer perceptions and behaviours (Schillewaert, Verhaeghe, Wulf, & Weijters, 
2007). These personal values are the underlying determinants of consumption behaviour 
(Homer & Kahle, 1988; Scott & Lamont, 1977; Yau, 1994). Empirical research shows 
that personal values interact with cultural values; and in some situations cultural values 
take precedence, especially for the Malay and Indian ethnic groups. This is usually the 
case when religious beliefs come into play. In some situations, consumers have the 
discretion to decide which values they will adhere to. And sometimes, personal values 
and cultural values blur.
Personal values and cultural values run in parallel when a consumer’s personal values 
are derived from their culture. This may be more prevalent in collectivist societies 
where the individual submits him or herself to the greater good. This thesis tested two 
components of personal values: instrumental values (compassion) and terminal values 
(life accomplishment), in a conceptual model of functional food consumption.
Instrumental Values (Compassion). Instrumental values are a basic conviction that a 
specific mode of conduct is preferable to an opposite or converse mode of existence 
(Rokeach, 1973). Instrumental values are the means, ways, methods, instruments, tools 
or intermediaries to achieve end goals. In this model, the instrumental value of 
compassion consists of love (i.e., affectionate, tender) and obedience (i.e., dutiful, 
respectful). These are each influenced by cultural values. The instrumental value of love 
consists of the elements of affection and tenderness, which are related to caring for 
oneself and others. The instrumental value of obedience signifies submission to religion 
or some other belief system, including obedience to taboos and rituals concerning food.
Terminal Values (Life-Accomplishment). Terminal values are convictions about the end 
state of existence, rather than the means to it (Rokeach, 1973). In other words, terminal 
values represent the ultimate goals to be achieved, rather than something used to 
achieve other values. Terminal values are core moral beliefs. In this model, the terminal
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values are life accomplishment, which consists of social recognition (i.e., respect, 
admiration), and salvation (i.e., eternal life).
Social recognition is the desire to obtain the respect and admiration of other members of 
society. This terminal value is highly related to cultural values, because achieving social 
recognition depends on the positive actions of other members of the community. On the 
other hand, salvation is a value relating to achievements beyond this earth. Many 
religions in Malaysia (and also the world) reward those who follow certain precepts, 
teachings or commands with an eternal life in the heavens. Salvation means being saved 
despite any misgivings or tragedies that one faces in this life. Salvation is the ultimate 
value for many consumers. According to Rokeach (1969), religious people emphasize 
the terminal values of salvation and obedience (Rokeach, 1969) and are conservative 
and anxious to maintain the status quo.
Consumers’ personal value systems influence marketing decision-making and 
segmentation (Kamakura & Wedel, 1995; Lindeman & Verkasalo, 2005). Consumer 
values and lifestyles can help identify target markets, position a brand, identify how to 
communicate with target groups, and offer insights into why consumers act the way 
they do (Rogers, 2003; Steenkamp, Hofstede, & Wedel, 1999).
The most effective and persuasive instrumental advertisements match the promotional 
strategy to each consumer's way of relating to given functional food products. The 
empirical results show that the most important instrumental values are love and 
obedience. This means that: (i) consumers place their families and the health of their 
loved ones above accomplishing other missions; (i) they would not do anything 
unethical or disobey certain rules in their life, especially those relating to their religion; 
and (iii) they take responsibility for their personal actions.
Thus, it is important for food industry practitioners to build the functional approach to 
values into their product development and marketing strategies. Particularly, 
instrumental value advertisements should promote the utilitarian and tangible benefits of 
the product by presenting detailed information to facilitate piecemeal judgement. This 
can be done by implying how using the product offers the consumer more efficient and 
effective ways of taking care of one’s health, family and loved ones.
Terminal value advertisements should emphasize life-accomplishment and portray 
‘states of being’ or the ultimate goals in life of a product. This can be done by implying 
how using the product will generally enable self-expression, social approval and self-
173
consistency. Advertisers can target marketing campaigns using life-accomplishment 
values. For instance, food products can be developed to accommodate ethnic group 
needs, such as Halal food for Malays and beef-free food Indians. These characteristics 
give the foods important salvation value.
Advertising messages can also promote the symbolism of functional food products 
through metaphors that illustrate the kinds of people and social groups who consume the 
food. This is important in tackling the social recognition values. Advertisements should 
also portray states of being or ultimate goals, which should encourage consumers to 
judge the product on the basis of their terminal values.
8.3.1.3 Knowledge
Knowledge includes both current knowledge of functional food and the ability to find 
the information needed to make food choices. Knowledge is an important factor in 
consumer acceptance of, and decision-making about, functional food (Bhaskaran & 
Hardley, 2002; Hilliam, 1996; IFIC, 1999; Verbeke, 2005; Wansink, 2001). Knowledge 
of diet-health relationships has encouraged changes in dietary attitudes and habits 
(Bhaskaran & Hardley, 2002). Knowledge is influenced by cultural values. It includes 
traditional knowledge inherited from earlier generations and transferred via informal 
learning and formal knowledge learned via the mass media and other sources. Hence, 
knowledge about functional food can be effectively circulated by good communication 
strategies.
Communication that emphasizes the benefits and effectiveness of functional foods can 
give consumers a more accurate and complete view of the product. Communication 
strategies should include scientific evidence of the benefits of functional foods, such as 
their role in healthy diets, reducing lifestyle diseases and containing rising medical 
costs. Marketers could integrate all this information in their marketing campaigns to 
improve consumer understanding of the importance of functional foods. Research into 
functional foods will not improve public health unless the benefits of the foods are 
effectively communicated to the consumer and the public believe and accept these 
messages.
8.3.1.4 Physical and Spiritual Health
Health is defined as the perceived healthiness of the functional food, its benefits, the 
health history of the family and the perceived ability of functional food to bring about a
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consumer's desired state of health. Health is the reason why people consume functional 
food, in the model presented in Figure 8-1. Belief in the health benefits of functional 
food is the main reason why these foods are accepted (Bech-Larsen & Grunert, 2003; 
Childs, 1997; Childs & Poryzees, 1997; Verbeke, 2005; Wrick, 1995). As well, 
consuming functional foods enables consumers to take control of their own health 
(Childs & Poryzees, 1997; Wrick, 1995).
In this model, health includes spiritual and physical health; health is directly influenced 
by cultural values, terminal values and knowledge and indirectly influenced by 
instrumental values. All these factors show that consumers consume functional food for 
their spiritual health as well as their physical health. The study shows that individuals 
consume functional foods to achieve certain standards in their life that comply with 
their cultural and individual values. Functional food not only benefits the body, but also 
the soul. Physical and spiritual health directly influences the consumption of functional 
food.
The marketing strategist should carefully consider the opportunities in ‘spiritual health’ 
and develop programs which target the values of consumers in each ethnic group. This 
approach is expected to reveal differences between populations. Advertising and 
promotional techniques should encourage the consumer to buy the product available and 
influence public tastes. Advertising can subtly direct consumers to choose functional 
food with health benefits, using recognized psychological techniques. In other words, 
advertisers can take more responsibility for influencing food choices to optimize health.
8.3.2 Models of Functional Food Consumption for the Malay-Indian and 
Chinese-Indian Populations
The Malay-Indian model of functional food consumption consists of five dimensions: 
cultural values, instrumental values, terminal values, knowledge, and physical and 
spiritual health. The only difference between this model and the conceptual model is 
that cultural values influence instrumental values and knowledge directly influences the 
consumption of functional food (Figure 8-4).
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Figure 8-4: Model of Functional Food Consumption for Malay-Indian Population
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The Chinese-Indian model consists of six dimensions: cultural values, instrumental 
values, terminal values, knowledge, physical and spiritual health, and value negotiation. 
This model is different from the conceptual model and the Malay-Indian model because 
it includes value negotiation (convenience). Value negotiation (convenience), 
knowledge and health directly influence functional food consumption. The other 
components indirectly influence functional food consumption; namely, cultural values, 
instrumental values and terminal values. The model is illustrated in Figure 8-5.
Figure 8-5: Model of Functional Food Consumption for Chinese-Indian Population
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8.3.2.1 Value Negotiation (Convenience)
Sometimes consumers make decisions subconsciously; that is until they are asked about 
their functional food purchases or preferences. This is because consumers develop 
heuristics, in a complex decision-making process, that simplify their choices when faced
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with the array of functional food products available (Connors, Bisogni, Sobal, & 
Devine, 2001; Onken, Hastie, & Revelle, 1985; Payne, Bettman, & Johnson, 1992).
Convenience is a form of value negotiation, and when it comes to functional food, the 
important convenience characteristics are taste, cost, ease of consumption and ease of 
preparation. These elements are under the influence of the functional food marketer, and 
they are more susceptible to deliberate marketing efforts than broader cultural values or 
internalised personal beliefs.
Food producers would be wise to consider the model presented in Figure 8-5 when 
designing product features and developing marketing activities. The key elements of the 
model are value negotiations, such as weighed sensory perceptions (taste); monetary 
considerations (cost of product); and convenience (easy to prepare and consume). These 
influences inform the development of personal food choice systems that incorporate 
value negotiations and behavioural strategies.
Sensory perceptions are mostly driven by taste, which varies widely among individuals. 
Taste is often weighed against convenience (Fürst, Connors, Bisogni et al., 1996). Taste 
preferences are believed to change over the course of a person's life, and consumers 
accept different tastes in different circumstances (Fürst, Connors, Bisogni et al., 1996). 
Money is an important tangible resource because its availability affects the scope and 
nature of food choice decisions. Time is an important component of convenience. 
Consumers take account of these terms when considering how much time they would 
spend or save preparing and consuming a functional food product.
8.4 Implications and Recommendations
The empirical and theoretical findings of the quantitative and qualitative studies in this 
thesis have several implications for government policy-makers, food manufacturers and 
food marketers.
8.4.1 Public Policy Implications
This study has several implications for government departments and agencies. First, the 
results can be used to develop appropriate messages and materials for educating 
consumers on the benefits of functional foods. For instance, Lin (1995) suggested that 
targeted consumer education is more efficient than generic programs for improving the 
general health of the nation.
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Consumer researchers and nutrition educators are constantly surveying changes in 
dietary choices and other choice behaviours. For example, the Malaysian government 
has become more interested in advertising and labelling related to food nutrition and 
health benefits (Malaysian Dietary Supplement Association, 2006). The ultimate effect 
of these promotions depends on the nature and type of the message, and the way 
individuals perceive and process nutrition-related information. Nutrition and consumer 
educators and government regulators all have an interest in identifying the effects of 
nutrition-related advertising or labelling on consumer behaviour. This study shows that 
health messages change dietary behaviour by impacting attitudes.
Preventative health campaigns need to be implemented to educate consumers and 
induce behavioural changes. These should not just include marketing messages, but 
scientific evidence on the benefits of functional food. These strategies should be seen in 
the wider context of public understanding, health education and transfering information 
from the public domain to the individual mind. Preventative health campaigns are a key 
part of government strategies to contain increasing public health costs; these campaigns 
ultimately benefit food producers and consumers. These strategies will also make 
functional foods more acceptable as a means of changing lifestyles and preventing 
disease.
Second, government agencies should define the term ’functional food’ and use it 
consistently in all communications from all government departments, statutory bodies 
and other quasi-government entities. Government departments should familiarize 
consumers with functional foods through advertising.
Third, government agencies (especially those in the agricultural sector) should focus on 
researching functional foods and developing basic and processed functional foods and 
beverages. Government agencies may also highlight existing research on functional 
food,; possibly in collaboration with industry participants.
Fourth, we need to change the paradigm from one that links diet with disease, to one 
that links a balanced diet with health and enjoyment. From a public health point of 
view, functional foods are a significant opportunity to improve public health. People 
will be able to reduce their risk of disease through readily available, good-tasting food, 
rather than pharmaceuticals. This will be a relief to policy-makers who are concerned 
about the increasing costs of public health.
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Finally, policy-makers should ensure that the health benefits of functional foods are 
listed on food labels and food manufacturers should present this new category of foods 
as an opportunity to ‘optimise nutrition.’ Also, the health and medical community 
should be encouraged to disseminate information about functional foods (e.g., health 
associations, food scientists, physicians, dieticians, pharmacists, community health 
units, and health-related federal and/or provincial government agencies).
8.4.2 Implications for Business Practitioners
The success of the functional food industry depends on being innovative, offering safe 
products and satisfying consumer needs (McConnon, Cade, & Pearman, 2001). One of 
these needs is for foods that offer health benefits. Thus, an effective approach for 
changing consumption behaviour is advertising the health-related aspects of food and 
providing useful health information on food labels. Also, socio-demographic factors can 
be used to tailor health intervention and marketing campaigns to specific population 
sub-groups.
Food industry practitioners must offer products that meet consumer needs and demands. 
New research and product development must be based on scientific discoveries to offer 
novel products based on ethnicity. Market-oriented functional foods must be innovative, 
branded and well-communicated. These new kinds of products may demand new modes 
of distribution, marketing, advertising, and so forth. In sum, industry practitioners need 
to be alert and open to new ideas.
Market oriented functional food products. There is an opportunity for food 
manufacturers to create market-oriented functional food products targeted at specific 
consumer groups (Bogue & Ryan, 2000). The factors identified in this study can be used 
as a measure for developing customer value co-created functional food products. 
Customer value co-creation is a customer-centric approach that produces an overall 
experience that is more responsive to customer needs. Customer-based value co-created 
functional food products will enable food practitioners to develop tailored holistic 
products that maximize consumer needs and experiences.
Tailored functional food products will help satisfy consumer demands for health, 
convenience and sensory pleasure. These demands arise in the cultural and personal 
values of each ethnic group. These market-oriented functional foods will gain consumer 
acceptance and maximise consumer satisfaction.
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Functional food innovation. Product research, development and marketing are crucial 
for the long-lasting market success of functional food products (Menrad, 2003). Food 
producers should work closely with food scientists and nutritionists to create functional 
food products that meet the needs of the three ethnic groups. This will give food 
producers the opportunity to commercialize the traditional functional foods of each 
ethnic group into modem products that are marketable to a wider range of consumers.
Modernized traditional functional foods that are healthy, tasty, convenient and tailored 
to consumers’ basic needs will be locally and globally marketable. There is already an 
example of this type of product in the Malaysian food market: instant coffee with 
ginseng (tongkat ali). This Chinese and Malay functional food is a well accepted drink 
believed to boost energy and revitalise tired minds (Anonymous, 2007).
Functional food branding. Branding is an important aspect of a marketing strategy. 
Consumers are more willing to accept familiar and reliable brands. Brand awareness 
appears to minimize customer perceptions of risk (Hoffman, Novak, & Peralta, 1998). 
Consumers are more likely to trust (and perceive less risk with) a brand with a good 
track record, than an unknown brand. Consumers are also more likely to believe a 
message that is endorsed by credible sources (Schmidt, M. Morrow', & White, 1997). 
Therefore, food producers can collaborate with government agencies and other 
organizations when promoting functional food. For instance, manufacturers can have 
the health claims of their products endorsed by the Heart Foundation or other health- 
related agencies.
Communicating functional food. In Malaysia, consumers can usually be delineated by 
their ethnic group. This study suggests that a better communication strategy should be 
formulated to increase the favourable perception of functional food as a whole. The 
current rigid ethnic-based strategy must give way to a more flexible strategy. Beside 
that, the term ‘functional food’ is quite new in the Malaysian food market. Consumers 
have little knowledge of the health effects of the specific functional foods of other 
ethnic groups, which suggests that more sophisticated communication activities are 
needed.
Therefore, functional food practitioners should manufacture and market food products 
that are acceptable to all ethnic groups. This must be done carefully, to make the food 
appealing to people from all cultural groups, while still retaining the food's unique 
ethnic characteristics. This may require cooperation with the government and a good
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communication strategy will be crucial. The communication should be aimed at 
educating and delivering a truthful and clear health message which emphasizes 
consumer benefits, safety and quality (Bruhn, 1999).
Distributing functional food. Health food supplements are available from pharmacies, 
health food stores, supermarkets, direct-selling agents and the internet. In Malaysia, the 
two main distribution channels for health food products are pharmacies and licensed 
direct-selling companies. Indeed, there are around 520 licensed direct-selling companies 
in Malaysia (Malaysian Dietary Supplement Association, 2006). One-on-one marketing 
or word of mouth is the best way to sell functional food products because consumers 
feel more confident with this approach. Other functional foods, like cod liver oil, 
essence of chicken and yoghurt drinks, can easily be found in supermarkets or grocery 
stores. Food producers should consider all these distribution alternatives for their 
functional food products.
8.5 Contributions to the Literature
This research contributes to the existing literature by addressing the gap relating to how 
consumers in multicultural societies make functional food consumption choices. 
Finucane and Holup (2005) argue that most of the research in relation to 
technologically-modified or fortified foods has focused on developed countries and has 
been little explored in the developing world. This is because different cultural groups 
may address the risks and benefits of new technology based foods in disparate ways. 
These cross-cultural differences can create conflict.
There is an urgent need to understand consumer value systems in the developing world. 
Until now, researchers have largely ignored the intangible cultural values that are 
unique to ethnic groups in developing countries (Douglas & Craig, 1997; Finucane & 
Holup, 2005; Steenkamp & Burgess, 2002). Evidence shows that these nations are 
undergoing rapid structural change and social transformation due to economic 
development. In this study, functional food was chosen as the medium for investigating 
the influence of culturally-based values on consumption. However, it is possible that the 
findings of this study could be broadly generalizable to any type of product for which 
consumption is based on cultural values.
The socio-geographic context of this research is Malaysia which has a dominant ethnic 
group (Malays) and two other major ethnic groups (Chinese and Indians). These three 
ethnic groups have different cultural values systems and lifestyles, and consequently
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each group has a different conceptualization of functional food and healthy living. The 
thesis provides a conceptual model that can be applied across three ethnic groups, in 
regards to their choices in food consumption.
Due to their close proximity, these ethnic groups are likely to acquire some practices 
and beliefs from each other. With time, Malay, Chinese and Indian attitudes to 
functional food may converge. The literature has not yet answered how much 
convergence there is, and how the convergence occurs. Thus, this study has explored the 
possibilities of culturally-based value convergence within the ethnic groups, and cross­
convergence between the ethnic groups, within the parameters of functional food 
consumption. The results of the qualitative study show evidence of convergence in 
functional food consumption.
The thesis presents a new framework for understanding differences in how the main 
ethnic groups in multicultural societies make their choices in the modem world. In 
marketing research, there is little evidence on the effect of culture on consumers 
(Douglas & Craig, 1997; McCarty, 1989; McCort & Malhotra, 1993). Studies 
addressing culture and consumption have not been tailored to the unique facets of the 
field. We also note that virtually every consumer behaviour theory is culture-bound to a 
Western conceptualization of the world (Cote & Tansuhai, 1989; Durvasula, Andrews, 
Lysonski, & Netemeyer, 1993). Evidence shows that there is insufficient research on 
culturally-based values or attitudes to functional foods in multicultural societies. The 
models in this thesis develop the theoretical links between consumer consumption and 
the influences of multicultural values, oral tradition, social interaction and cultural 
convergence.
Ignoring cultural differences between countries has caused many businesses to fail 
(Ricks, 1993; Steenkamp, 2001). Therefore, this thesis uses qualitative and quantitative 
methods to improve the rigour of the theoretical models. The qualitative approach 
yielded a greater understanding of the factors influencing functional food consumption 
products. Furthermore, the qualitative data analysis combined means-end chain and 
ethnoconsumerist methodologies into a new approach for conducting research at the 
emic-level. This tactic provides insight into how to differentiate between individual 
personal values and culturally-based values. Beside that, the means-end chain 
methodology offers a potential for integrating product development and communication 
strategies by linking product characteristics to consumer benefits and values (Hofstede, 
Steenkamp, & Wedel, 1999). The quantitative methodology, on the other hand,
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contributes to etic-level information. Hence, this thesis contributes to methodology in 
the consumer behaviour discipline at both the etic and emic levels.
Finally, the exploratory measurement scale developed in the quantitative approach 
provides a new platform for other researchers interested in this area. All the 
measurement scales used in the questionnaire, except for Rokeach Values Survey, were 
developed based on findings from the qualitative study.
8.6 Limitations
No study is without limitations, therefore it is important to acknowledge the factors 
which may have impacted the reliability and validity of the findings of this research. 
One of the primary limitations of this study results from the lack of secondary data from 
similar studies in Malaysia or other Asian countries. As a result, the secondary 
information was mainly gathered from studies based in the US or other Western and 
European countries where the cultures and values are very different from those in Asia.
We may be able to apply the model to countries with a similar socioeconomic and 
cultural environment to Malaysia. Malaysia is unique in terms of ethnic composition 
and power balance, but there are several other countries with a single dominant ethnic 
group and sizeable minorities. These are Brunei, Singapore (the dominant ethnic group 
in Singapore is the Chinese) and Fiji, which has a dominant indigenous Fijian ethnic 
group and a sizable Indian minority.
The research is also specific to functional food consumption. The models presented in 
this chapter have been derived from research into the consumption of functional food. 
Consequently, these models may not be directly applicable to other food products. 
However, the key factors associated with the model, specifically the influence of culture 
on personal values, should be able to be applied in other food consumption contexts. 
This suggestion is supported by the food consumption literature and the observed trends 
in the relevant research.
In terms of cultural convergence, this study has only focused on health-related values 
and functional food consumption behaviour. The study does not examine the rate of 
convergence; the assumption of prior research is that convergence is a long-term 
process for socially-mediated values. Whilst cross-cultural product adoption may occur 
in the short and medium term, the incorporation of one cultural functional food into 
another culture is a function of generational change.
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‘Functional food’ is a relatively new term in Malaysia and many consumers are 
unfamiliar with it, even though the idea that foods have therapeutic effects is old. In the 
qualitative study, the researcher was face-to-face with participants and only those who 
understood the concepts were interviewed. In the quantitative study, the concepts of 
functional food were explained in the covering letter and the respondents were asked to 
give three examples of functional foods. However, there were still discrepancies in the 
results of the two studies.
Another limitation concerns the sample size and respondent profile of the quantitative 
study. Due to time constraints, only 600 useable survey forms were collected, even 
though 1,500 survey forms were initially distributed among the three ethnic groups. 
About 80 percent of the respondents were aged between 18 and 40 years. Moreover, a 
common shortcoming in self-administered questionnaires is that there is no interviewer 
to explain the concepts. There is a danger that respondents may have misinterpreted a 
concept, despite being provided with a detailed information sheet and covering letter.
Finally, it is important to note the timeframe in which this study was conducted, because 
cultures and ethnic compositions are not static. The generalizations are only likely to be 
applicable for a limited period, around the time of the research. It is wise to leave future 
research to deal with these issues by testing this framework using a longer time scale 
and on a larger sample size.
8.7 Future Research
To overcome the above-mentioned limitations and to extend the current body of 
knowledge in the literature on functional food, future research is recommended. 
Functional food is an emerging area in the food marketing discipline and there is a 
critical need for research into the various elements of functional food, especially in 
Asian countries.
Given the importance of the topic for the academic and the food industrial practitioner, 
this study should be a valuable starting point for an in-depth and more broad-based 
study. Cultures and ethnic composition, two important constructs in this study, are not 
static. Hence, as new forms of communication emerge more research will be needed to 
identify the impact of new communities and communication channels. Equally, the 
influence of mass media, in particular the commercial media, merits further attention. 
Furthermore, cultural convergence has to be studied in more detail because the 
predicting theories of cultural convergence are still not strongly proven.
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This research serves as a foundation to explore cross cultural analysis for consumption 
of functional food. As pointed out in this thesis finding that personal values and cultural 
values run in parallel. Therefore, there is a possibility to explore cultural values using 
some of the models and measurements developed in previous studies which is 
delineated in Table 2-1. The results than can be compared and added to strengthen the 
model developed in this study.
The thesis has also evinced the important of health related values in functional food 
consumption. Therefore, further research is required to explore health related behaviour 
perspective that may would prove rewarding to public health professionals. Research 
effort could also be focused on evaluating the effect of education campaigns and health 
claim on functional food product labels have on beliefs and intention to consume this 
food.
There were discrepancies between the qualitative and quantitative findings in this study 
in terms of cultural convergence and value negotiations. One reason for this is that the 
quantitative study was focused on testing the basic model of functional food 
consumption. Therefore, only a few items were included to directly test cultural 
convergence and the value negotiation process. The survey may not have completely 
captured the requisite data for these items. It is left for future studies to empirically test 
the cultural convergence and value negotiations process models that have been 
developed in the qualitative study.
This study is conducted in Malaysia, limiting the generalizability of the findings. The 
samples were also taken mainly from urban areas. Therefore future research should 
include a wider geographical spread of regions, including respondents from urban and 
rural communities and a broad spread of socioeconomic backgrounds. Beside that, 
future research should also include older consumers in the quantitative study. The 
qualitative study results show that older consumers were more knowledgeable and 
concerned about functional foods, especially traditional functional food. These older 
consumers may offer richer data and insights, especially on convergence theory.
Finally, future research is required to test the models in other Southeast East Asian 
countries and Western countries. This will provide an opportunity to improve or extend 
the model and give a comprehensive picture of the factors affecting consumer behaviour 
in relation to functional food.
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8.8 Conclusion
The current study concludes that cultural values, personal values, knowledge, 
convenience and health motives are significant factors in explaining the consumption of 
functional food products in multicultural societies. Functional food is a traditional 
cultural artefact, so it can be confined within cultural boundaries. Functional food 
acceptability is highly dependent on affective factors that are, in turn, influenced by the 
economic, social and cultural situation of the consumer market.
Malaysia is an excellent setting for understanding how consumers from multicultural 
societies undergoing rapid transition manage conflicting values when consuming 
functional foods. Countries like Malaysia are undergoing rapid structural change and 
social transformation due to economic development. As such, they represent an 
emerging trend in the study of consumer values systems (Douglas & Craig, 1997; 
Embong, 1998).
This study has also demonstrated the strengths of cross-cultural analysis within three 
ethnic groups. This can be seen in the functional food consumption models for the three 
ethnic groups. The models also show that these ethnic groups share the same factors in 
consuming functional food, indicating that cultural values converge to some extent. 
Nevertheless, even though convergence presents an opportunity for cross-cultural 
marketing, both the private sector and the government have to simultaneously maintain 
the ethnic and cultural character of functional food. This has to be done, whilst still 
maximising the opportunity to market these culturally unique products across different 
cultures.
From a managerial perspective, marketers might want to begin with an ethnically-based 
promotion for traditional functional food. Such a strategy may change as the product 
becomes acceptable to other ethnic groups. The ethnic dimension of the product will 
create a ‘mystical aura’ and this can be capitalised for future marketing efforts. For 
modernized functional food, the strategy may be to simultaneously promote the ethnic 
appeal and mass appeal. This assumes that the popularity of such products, like 
traditional functional foods, are grounded on ethnicity. However, these strategies 
assume that there is a degree of cultural convergence.
Finally, this study has added to the current body of knowledge relating to functional 
food consumption in a developing multicultural county. It has the potential to be the 
basis of further explorations of functional food consumption within multicultural
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societies. Whilst functional food was used as the medium to understand the influence of 
culturally-based values of consumption, there are strong possibilities that the study may 
be broadly generalized to any type of product for which consumption is based on 
cultural values.
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The Influence of Cultural Values on Functional Food Consumption: A Study of Cultural 
Convergence in Malaysia
Brief Description:
The purpose of this research is to explore how consumers (Malays, Chinese and Indians) 
negotiate and manage their cultural values when they face conflicting values in making 
consumption choices for functional food. In the process of value negotiation, this research also 
investigates the possibility of convergence or divergence of culturally-based values within and 
between the three different ethnic groups.
Main Researcher: Siti Hasnah Hassan
Other Researchers'. Prof. Bruce Stening and Assoc. Prof. Dr Gillian Sullivan Mort
Address'. Faculty of Economic and Commerce, Copland Building 24 Hanna Neuman
Building 021, The Australian National University, Canberra, ACT 0200.
Telephone: +612 6125 54791
Fax: +612 6125 55005
Confidentiality o f information: Identities of participants will be suppressed in any published 
material. The names and demographic information will be de-identified and replaced with 
categorisation, i.e.: Malay consumers, Chinese consumers and Indian consumers.
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interviewee
■ The interviewee has the right to change their words in all written texts in order to 
ensure that texts reflect the meaning to the satisfaction of the interviewee
■ None of the interview material will be reproduced in any manner without the 
interviewee’s informed consent
■ As this is a voluntary agreement, the interviewee can choose to withdraw at any 
time in the interview.
■ The researcher will preserve the data obtained and keep it confidential as far as the 
law allows.
All inquiries concerning the ethics of human research should be directed to the following 
address:
Secretary (Human Ethics Research Officer) Professor Bruce Stening
Human Research Ethics Committee School of Business and Information Management
Research Office, Chancelry 10B Hanna Neumann Building 021
The Australian National University Australian National University
Canberra, ACT 0200. ACT 0200 Australia
Telephone: +612 6125 2900 Telephone: +61 2 612 59850
Fax: +612 6125 4807 Fax: +61 2 612 55005
E-mail: human.ethics.officer®,anu.edu.au Email: bruce.steninsuxlanu.edu.au
Siti Hasnah Hassan
No. 5 Bentong Heights
28700 Bentong, Pahang
Malaysia
Telephone: +6 012 9658076
E-mail: siti.hassan®anu.edu.au
Appendix B: Consent Form for Qualitative Study
The Influence of Cultural Values on Functional Food Consumption: A Study of Cultural 
Convergence in Malaysia
Brief Description'.
The purpose of this research is to explore how consumers (Malays, Chinese and Indians) 
negotiate and manage their cultural values when they face conflicting values in making 
consumption choices for functional food. In the process of value negotiation, this research also 
investigates the possibility of convergence or divergence of culturally-based values within and 
between the three different ethnic groups.
Main Researcher: Siti Hasnah Hassan
Other Researchers: Prof. Bruce Stening and Assoc. Prof. Dr Gillian Sullivan Mort
Address: Faculty of Economic and Commerce, Copland Building 24 Hanna Neuman
Building 021, The Australian National University, Canberra, ACT 0200.
Telephone: +612 6125 54791
Fax: +612 6125 55005
Confidentiality o f information: Identities of participants will be suppressed in any published 
material. The names and demographic information will be de-identified and replaced with 
categorisation, i.e.: Malay consumers, Chinese consumers and Indian consumers.
This agreement concerns the interviewee and the researcher, as named below. The following 
points are agreed upon:
■ Copyright in the spoken word remains with the interviewee
■ No portion of the interview record will be published without consultation with the 
interviewee
■ The interviewee has the right to change their words in all written texts in order to 
ensure that texts reflect the meaning to the satisfaction of the interviewee
■ None of the interview material will be reproduced in any manner without the 
interviewee’s informed consent
■ As this is a voluntary agreement, the interviewee can choose to withdraw at any 
time in the interview.
■ The researcher will preserve the data obtained and keep it confidential as far as the 
law allows.
Agreement entered into:
Interviewee
Name: .....................................................  D ate:.........................................
Signature:
Researcher
Name: Siti Hasnah Hassan Date:
Signature:
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Appendix C: Probing Questions for Qualitative Study
1. Gender:
2. To which age group do you belong?
3. Marital status:
4. What is your highest qualification level?
5. Please state your monthly income level?
Female Male
Under 20
2 0 -2 9
3 0 -39
4 0 -4 9
5 0 -59
60 and above
Single
Married
Widow/divorced
High School Certification 
Diploma
Undergraduate Degree 
Postgraduate Degree 
Other (please specify):__
Below $1000.00 
$1000.00-$1999.99 
$2000.00 - $2999.99 
$3000.00 - $3999.99 
$4000.00 - $4999.99 
Above $5000.00
6. Please state your race :
7. Please state your religion: Muslim 
Buddhist 
Taoist 
Christian 
Hindu
Non-believer 
Other(please specify):
Demographic Profile’s. Please answer by placing a tick (V ) at the appropriate box
Examples of probing questions (if necessary)
Specific probing about functional food consumption ( if necessary)
1. How important “living healthily” for you? Why?
2. Do you afraid of getting sick? Why
3. What do you understand by “functional food” or “health food” tenn?
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4. Do you consume any food with functional properties? Why (not)?
5. Do you have any preferences or consume any specific type functional food?
6. Do you consume this food regularly?
7. What motivates you to consume this food? Why?
8. What benefits do you perceive from this food? Why?
9. How important is it for you to consume this food?
10. Is this traditional functional food?
11. Does the knowledge of traditional functional foods get passed from generation to 
generation?
12. Do you share your knowledge of functional food with other people?
13. Do you think are there any culturally-based functional food in your culture? (Malays, 
Chinese or Indians).
14. Do you consume functional food from other ethnic groups (Malay/ Chinese/ Indian)? 
Why/How?
15. How culture influence functional food consumption
16. How do you manage if consuming other food conflicting with your culture?
17. Do you share your knowledge on traditional functional food with your friends from other 
ethnic groups? How?
Modem functional food versus traditional functional food
18. Do you prefer modem or traditional functional foods? Why?
19. How do you choose which type of functional food to consume? (Modem versus Traditional 
functional food)
20. Do you consult anyone before you buy functional food?
21. Do you have any preferred brands of functional food? Why?
22. Are you willing to consume other functional food if it will give you the same health benefit? 
Why (not)?
The Evolution of Multicultural Values toward Functional Foods Consumption
23. How are preferences for functional foods influenced by specific values?
24. Do these values reflect cultural based values/cultural values?
25. Do these values conflict with cultural based values?
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26. How do consumers manage and negotiate their values?
27. Do consumers change their preferences toward functional foods due to cultural values 
convergence?
28. Does being in one of these ethnic groups, i.e. Malay, Chinese or Indian, influence the 
answers to above questions?
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Appendix D: Letter/email to Obtain Permission to Distribute Questionnaire
Mr/Mrs:.................................................
Director/ Manager o f .............................................
(e.g.: Government Agency/ Private Company addresses)
Dear Sir/Madam,
I am a PhD candidate in School of Management, Marketing and International Business at 
Australian National University. I am currently undertaking a research entitled “Functional Food 
Consumption in Multicultural Society: A Study of Cultural Values Convergence in Malaysia'’.
As part of my research, I will be conducting a survey about functional food consumption in 
multicultural society. The aim is to do cross-cultural analysis within and between Malay, 
Chinese and Indian consumers. In addition, this research also investigates the possibility of 
convergence or divergence culturally-based values within and between these three ethnic 
groups.
I would highly appreciate your permission to distribute the survey forms to your staffs. It should 
take no more than 20 minutes to complete this survey. Their participation is important to the 
success of this research project.
Thank you
Sincerely,
Siti Hasnah Hassan 
PhD Candidate
School of Management, Marketing and International Business, 
Copland Building 024,
Australian National University,
ACT 0200 Australia
216
Appendix E: Study Information Sheet for Quantitative Study
Information Sheet for Participants in Research Entitled Functional Food Consumption in 
Multicultural Society: A Study of Cultural Values Convergence in Malaysia
You have been invited to participate in a research project conducted by Siti Hasnah Hassan. 
This project is part of the requirements for a PhD degree in the Australian National University. 
The purpose of this research is to understand functional food consumption in multicultural 
society in Malaysia. This research will perform a cross-cultural analysis within and between 
Malay, Chinese and Indian consumers. In addition, this research also investigates the possibility 
of convergence or divergence culturally-based values within and between these three ethnic 
groups.
Functional food is a category of food that has health enhancing properties, and which is not drug 
or chemical or vitamin. Substances in functional food can have medicinal value but medicine 
itself is not a functional food. Functional food is something that can be procured like any other 
food but yet can enhance health. The development of functional foods is currently one of the 
most intensive areas of food product innovation worldwide. The increased demand for healthier 
food products has influenced the food industry to develop a new range of products that are 
claimed to have health benefits.
This agreement concerns the participant and the researcher, as named in the Consent Letter. The 
following points are agreed upon:
■ Copyright of spoken words remain with the participant.
■ As this is a voluntary agreement, the participant can choose to withdraw at any time.
■ Identities of participants will be suppressed in published material. The names and 
demographic information will be de-identified and replaced with categorisation, i.e.: 
Malay consumers, Chinese consumers and Indian consumers.
■ The results of this study will be written up at a later stage and become part of a research 
thesis and part of article(s) or journal publication(s).
■ The researcher will preserve the data and keep all data will be confidential as far as the 
Australian law allows.
■ The report or outcome of this research can be obtained upon request; the participant is 
welcomed to provide their mailing address.
Any concerns or complaints about the ethical conduct of the project should be directed to any of
the following addresses:
Secretary (Human Ethics Research Officer) 
Human Research Ethics Committee 
Research Office, Chancellery 10B 
The Australian National University 
Canberra, ACT 0200.
Telephone: +612 6125 2900 
Fax: +612 6125 4807
E-mail: human.ethics.officer@anu.edu.au
Siti Hasnah Hassan ( Malaysian contact)
No. 5 Bentong Height,
28700 Bentong,
Pahang, Malaysia 
Telephone: +6 012 9658076 
E-mail: siti.hassan@anu.edu.au
Dr Stephen Dann (Supervisor)
School of Management, Marketing and International 
Business, Copland Building 024,
Australian National University 
ACT 0200 Australia 
Telephone: +61 2 612 54516 
Fax: +61 2 612 58796 
Email: stephen.dann@anu.edu.au
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Appendix F: Consent Letter for Quantitative Study
Consent Form for Participation in Research Entitled Functional Food Consumption in 
Multicultural Society: A Study of Cultural Values Convergence in Malaysia
Researcher: Siti Hasnah Hassan, School of Management, Marketing and International Business, 
Copland Building 024, Australian National University, ACT 0200 Australia
1. I................................................. (Please print) hereby consent to take part in the research
project entitled: “Functional Food Consumption in Multicultural Society: A Study of 
Cultural Values Convergence in Malaysia”. I have read the information sheet of this study 
and understand its contents. I also understand the nature and the purpose of this project, so 
far as it affects me, fully explained to my satisfaction by the researcher. My consent is given 
on a voluntary basis.
2. I understand I will be asked to answer a questionnaire regarding my opinion about 
functional food consumption. This will take approximately 20 minutes length, including 
some demographic questions about me.
3. I understand that information I disclose in the questionnaire will be reported as results in a 
thesis and may be published in journals.
4. I understand that every effort will be made to ensure that no information identifying my 
personal details will be published or disclosed to any report or publication.
5. I understand that information from this questionnaire will be entered to a computer with no 
links to my personal details.
6. 1 understand that the information provided by me will be kept confidentially as far as the 
law allows. Only the researcher will have an access to the data.
7. I understand that I can request the results/report of this study but I have to provide my 
contact details.
8. I understand that I can withdraw from this research project at any stage and for any reason 
unspecified.
Signed....................................................Date
Address:........................................................
Researcher to complete
I,...........................................  certify that I have explained the nature and procedures of the
research project to............................and consider that she/he understands what is involved
Signed Date
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Appendix G: Cover Letter for Survey Form
Title: Functional Food Consumption in Multicultural Society: A Study of Cultural Values 
Convergence in Malaysia
You have been invited to participate in a research project conducted by Siti Hasnah Hassan. 
This project is part of the requirements for a PhD degree in the Australian National University. 
This survey attempts to understand functional food consumption in multicultural society in 
Malaysia.
In recent years, food with health-giving properties has gained a lot of interest of many 
consumers around the world. In Malaysia natural resources have been used as traditional dietary 
supplements for years. Each ethnic group has its own beliefs and practices toward foods and 
wellbeing for generations. With advancements in food technology there are many food products 
that are claimed to have health properties such as boosting vitality, reversing ageing, curing or 
preventing specific diseases began to appear in the market. Some of these food products are 
ethnic culturally-based (traditional food) and others are fortified, enriched, enhanced or 
modified products (modem product).
Please answer ALL the questions in the survey form. It should take you no more than 25 
minutes to complete. Your participation is important to the success of this research. However, 
you are under no obligation to participate if you choose to do so. ALL INFORMATION 
WILL BE STRICTLY CONFIDENTIAL. The results will be aggregated and no individual 
will be identified from the survey. Your responses will be confidential. If you have any question 
regarding this project or your participant in this project, please contact:
Siti Hasnah Hassan 
PhD Candidate
School of Management, Marketing and International Business 
Copland Building 024 
Australian National University 
ACT 0200 Australia.
Telephone: +612 612 56738 
Mobile: +04 244 10 711 
Fax: +612 612 55005 
Email: siti.hassan@anu.edu.au
Thank you
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Tajuk: Pengambilan ‘Functional Food’ Dalam Masyarakat Majmuk: Satu Kajian Mengenai 
Keseragaman Nilai Budaya Di Malaysia.
Anda dijemput wituk mengambil bahagian dalam kaji selidik yang diuruskan oleh Siti Hasnah 
Hassan. Projek ini adalah salah satu syarat untuk memenuhi ijazaj doktor falsafah di 
Australian National University. Kaji selidik ini bertujuan untuk memahami pengambilan 
‘functional food’ di kalangan masyarakat majmuk di Malaysia.
Baru-baru ini, makanan yang mempunyai khasiat kesihatan menarik minat ramai pengguna 
diseluruh negara. Di Malaysia bahan semulajadi digunakan sebagai makanan tambahan 
kesihatan tradisional sejak bertahun-tahun. Setiap kaum mempunyai kepecayaan terhadap 
makanan dan kesihatan mereka sendiri sejak turun-tumurun. Dengan kemajuan teknologi, 
terdapat banyak produk makanan yang dipercayai mempunyai khasiat kesihatan seperti 
penambah tenaga, crwet muda, mercrwat atau mencegah penyakit tertentu di pasaran. 
Sebahagian daripada produk makanan ini berteraskan kaum budaya (makanan traditional) dan 
yang lain terdiri dari produk makanan yang telah diperkukuhkan, diperkayakan, ditambah 
khasiat ataupun diubahsuai (produk modern)
Sila jaw ab semua soalan di dalam borang kaji selidik ini. Anda hanya memerlukan 25 minit 
untuk menjawab kesemua soalan. Penyertaan anda adalah amat penting untuk kejayaan kaji 
ini. Namun begitu anda boleh memilih untuk tidak mengambil bahagian di dalam kajian ini. 
SEMUA MAKLUMAT ADALAH SULIT. Identiti individu dan jawapan anda akan 
dirashsiakan. Jika anda mempunyai sebarang keraguan, sila ajukan soalan anda kepada:
Siti Hasnah Hassan 
PhD Candidate
School of Management, Marketing and International Business 
Copland Building 024 
Australian National University 
ACT 0200 Australia.
Telephone: +612 612 56738 
Mobile: +04 244 10 711 
Fax: +612 612 55005 
Email: siti.hassan@anu.edu.au
Terima Kasih
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak  
setuju
A gak setuju Sangat
setuju
Appendix H: Survey Form
Please circle ONE appropriate number that indicates your level of agreement with each 
statement, where:/ Sila bulatkan satu nombor yang sesuai dengan setiap kenyataan di 
mana:
A: PERCEPTION OF FUNCTIONAL FOOD/ PERSEPSI TERHADAP 'FUNCTIONAL 
FOOD ’
1. Functional food refers to a type of food that provides 
health benefits as well as nutrients to sustain health. 
‘Functional F o o d ’ merujuk kepada sejenis makanan yang  
memberi khasiat dan ju g a  nutrien untuk megekalkan 
kesihatan.
1 2 3 4 5 6 7
2. The term functional food can refer to whole foods, to 
fortified, enriched, enhanced or modified foods, and 
dietary supplements that have the potential to improve 
physical well being.
Istilah ‘functional fo o d  ’ merujuk kepada makanan lengkap 
yang  diperkukuhkan, diperkayakan ataupun diubahsuai 
dan makanan tambahan yang  mempunyai potensi untuk 
meningkatkan ta ra f kesihatan.
1 2 3 4 5 6 7
3. Functional food is a type of food that has curative values
that can prevent or cure illness or even enhance health. 
‘Functional fo o d  ’ adalah jen is  makanan yang  berunsur 
penyembuhan yang  boleh m enghindar atau menyembuh 
penyakit ataupun ju g a  memperbaiki keadaan kesihatan.
1 2 3 4 5 6 7
4. Functional food is a category of food that has health 
enhancing properties, and which are not drugs, chemicals 
or vitamins.
‘Functional f o o d ’ ialah categori makanan yang  
mempunyai fungsi/khasiat kesihatan tetapi ia bukan 
ubatan, produk kimia atau pun vitamin.
1 2 3 4 5 6 7
5. Substances in functional food responsible for health 
benefits can be naturally present or may have been added 
during processing.
Kandungan di dalam functional fo o d ’ yang  memberi 
fungsi/khasiat kesihatan hadir secara semulajadi atau 
ditambah sewaktu di proses.
1 2 3 4 5 6 7
6. Substances in functional food can have medicinal value 
but medicine itself is not a functional food.
Kandungan di dalam ‘functional food’ boleh mempunyai 
nilai perubatan tetapi ubat-ubatan tidak boleh di 
kategorikan sebagai ‘functional food’.
1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
A gak setuju Sangat
setuju
7. Substances in functional foods can lower the risk or delay 
the onset of certain diseases.
Kandungan di dalam ‘functional food’ boleh 
mengurangkan risiko atau melambatkan kehadiran sesuatu 
penyakit.
1 2 3 4 5 6 7
8. Functional food is something that can be procured like any 
other food but yet can enhance health.
‘Functional food’ boleh diambil seperti makanan harian 
tetapi ia boleh unsur-unsur penambah kesihatan.
1 2 3 4 5 6 7
9. Food and medicine are of equal importance in preventing 
and treating disease.
Makanan dan ubatan mempunyai kepentingan yang sama 
dalam menghindar dan merawat sesuatu penyakit.
1 2 3 4 5 6 7
10. There is increasing scientific evidence relating to the 
efficacy of food with functional properties in Malaysia. 
Terdapat bukti saintifik yang semakin meningkat 
menyokong keberkesanan makanan yang mempunyai 
fungsi/khasiat kesihatan di Malaysia.
1 2 3 4 5 6 7
11. Functional food can be traditional or modernized food 
(processed food).
‘Functional food’ boleh terdiri daripada makanan 
kesihatan tradisional ataupun moden (yang telah diproses).
1 2 3 4 5 6 7
12. I don’t believe in the benefits of functional food.
Saya tidak mempercayai akan khasiat ‘functional food’. 1 2 3 4 5 6 7
Based on your understanding, please state 3 examples of functiona 
that you had consumed before.
M engikut pemahaman anda, sila nyatakan 3 contoh (jenis/jenama 
pernah anda ambil sebelum ini.
i.
ii.
iii.
foods (type/kind/brand) 
functional fo o d ’ yang
B: CULTURALLY-BASED FUNCTIONAL FOOD/ ‘FUNCTIONAL FO O D’ YANG  
BERTERASKAN BUDAYA
13. There are many types of foods in my ethnic culture that 
have functional properties.
Terdapat pelbagai jen is makanan yang  mempunyai fu n g si/  
khasihat kesihatan di dalam budaya kaum saya.
1 2 3 4 5 6 7
14. I think functional food from my ethnic culture is more 
effective than those from other ethnic groups.
Pada pendapat saya ‘functional fo o d ' dari budaya kaum  
saya lebih berkesan dari kaum ethnik lain.
1 2 3 4 5 6 7
^Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak p a sti agree/ Setu ju agree/
Sanga t 
tidak  setu ju
setu ju A g a k  tidak  
se tu ju
A g a k  setu ju Sanga t
setu ju
15. The knowledge o f traditional functional food gets passed 
from generation to generation.
P engetahuan m engena i ‘fu n c tio n a l f o o d ’ tradisional 
diperturunkan a tau d iw arisi dari generasi ke generasi.
1 2 3 4 5 6 7
16. I think my ethnic cultural background determines my 
preference toward functional food.
P ada  p endapa t soya  la ta rbelakang  budaya kaum  say  a  
m enentukan keutam aan soya  terhadap  fu n c tio n a l food .
1 2 3 4 5 6 7
17. Consuming functional food is a part o f my ethnic culture. 
P engam bilan  fu n c tio n a l f o o d ’ adalah  sebahagian  
daripada budaya kaum  sa y  a.
1 2 3 4 5 6 7
18. I think oral tradition (information passed from generation 
to generation) is the most trusted source o f  information on 
the benefit o f  traditional functional food.
P ada  pendapa t soya  trad isi lisan (m aklum at ya n g  diw arisi 
dari turun- tem urun) adalah  sum ber m aklum at ya n g  
sanga t d ipercayai akan ke leb ihan  fu n c tio n a l f o o d ’ 
tradisional.
1 2 3 4 5 6 7
19. Oral tradition is a valuable source o f  learning and 
understanding one’s own ethnic culture.
Tradisi lisan merupakan sumber maklum at penting untuk 
mempelajari dan memahami budaya kaum saya.
1 2 3 4 5 6 7
20. I have no problem with consum ing functional food from 
my culture.
Saya tidak mempunyai masalah untuk mengambil 
‘functional food’ yang diamalkan di dalam budaya kaum 
saya.
1 2 3 4 5 6 7
21. My food belief is influenced by my ethnic culture. 
Kepercayaan mengenai pemakanan dipengaruhi oleh 
budaya kaum saya.
1 2 3 4 5 6 7
22. Food is perceived as having an internal “hotness” or 
“coldness” effect to the body even though the food does 
not look cold or hot.
Sesuatu jenis makanan boleh disifatkan mempunyai kesan 
‘panas’ atau ‘sejuk’ kepada badan walaupun makanan itu 
tidak kelihatan panas ataupun sejuk.
1 2 3 4 5 6 7
23. Different people have different bodily effects to ‘hotness’ 
or ‘coldness’ from certain foods they eat.
Setiap individu mempunyai kesan yang berbeza terhadap 
makanan ‘panas’ atau ‘sejuk’ yang dimakan.
1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setu ju agree/
Sanga t 
tidak setu ju
setu ju A g a k  tidak  
se tu ju
A g a k  setu ju Sanga t
setu ju
24. The knowledge o f traditional functional food gets passed 
from generation to generation.
P engetahuan m engena i 'functiona l f o o d ’ trad isional 
diperturunkan atau d iw a ris i dari g enerasi ke generasi.
1 2 3 4 5 6 7
25. I think my ethnic cultural background determines my 
preference toward functional food.
P ada  pen d a p a t saya  la ta rbelakang  budaya kaum  soya  
rnenentukan keutam aan saya  terhadap  fu n c tio n a l fo o d .
1 2 3 4 5 6 7
26. Consuming functional food is a part o f my ethnic culture. 
P engam bilan fu n c tio n a l f o o d ’ adalah sebahagian  
daripada budaya kaum  saya.
1 2 3 4 5 6 7
27. I think oral tradition (information passed from generation 
to generation) is the most trusted source o f information on 
the benefit o f  traditional functional food.
P ada  p en d a p a t saya trad isi lisan (m aklum at ya n g  diw arisi 
dari turun- tem urun) adalah  sum ber m aklum at ya n g  
sanga t d ipercayai akan ke leb ihan  fu n c tio n a l f o o d ’ 
tradisional.
1 2 3 4 5 6 7
28. Oral tradition is a valuable source o f learning and 
understanding one’s own ethnic culture.
Tradisi lisan merupakan sum ber maklumat penting untuk 
mempelajari dan memahami budaya kaum saya.
1 2 3 4 5 6 7
29. I have no problem with consuming functional food from 
my culture.
Saya tidak mempunyai masalah untuk mengambil 
‘functional food’ yang diamalkan di dalam budaya kaum 
saya.
1 2 3 4 5 6 7
30. My food belief is influenced by my ethnic culture. 
Kepercayaan mengenai pemakanan dipengaruhi oleh 
budaya kaum saya.
1 2 3 4 5 6 7
31. Food is perceived as having an internal “hotness” or 
“coldness” effect to the body even though the food does 
not look cold or hot.
Sesuatu jenis makanan boleh disifatkan mempunyai kesan 
‘panas’ atau ‘sejuk’ kepada badan walaupun makanan itu 
tidak kelihatan panas ataupun sejuk.
1 2 3 4 5 6 7
32. Different people have different bodily effects to ‘hotness’ 
or ‘coldness’ from certain foods they eat.
Setiap individu mempunyai kesan yang berbeza terhadap 
makanan ‘panas’ atau ‘sejuk’ yang dimakan.
1 2 3 4 5 6 7
* Functional food =
Makanan yang mempunyai fnngsi/khasiat kesihatan
1 2 3 4 5 6
224
7
Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
33. The imbalance o f perceived ‘coldness’ and ‘hotness’ in the 
body can cause illness.
Ketidakseimbangan ‘panas ’ atau ‘sejuk ’ di dalam badan 
boleh rnenyebabkan penyakit.
1 2 3 4 5 6 7
34. I believe that certain foods can cause illness if they are 
eaten in excessive amounts.
Soya percaya bah aw a sesetengah makanan jik a  diambil 
secara berlebihan boleh rnenyebabkan penyakit.
1 2 3 4 5 6 7
35. Some food is considered as ‘bisa’ food to certain people 
(e.g. can cause wind or allergies).
Sesetengah makanan dianggap berbisa kepada individu 
tertentu (cth: penyebab alahan atau angin).
1 2 3 4 5 6 7
36. During illness (e.g. fever) I try to avoid eating certain 
foods.
Semasa sakit (cth: demam panas), soya cuba mengelak 
daripada memakan beberapa jen is  makanan.
1 2 3 4 5 6 7
37. I’m not really concerned about oral tradition because I’m 
still young and healthy.
Saya tidak kisah mengenai maklumat lisan (yang 
diturunkan turun-temurun) kerana saya masih muda dan 
sihat.
1 2 3 4 5 6 7
38. I think processed modernized traditional functional foods 
have been balanced up (e.g. heat and cold) because these 
foods undergo scientific research and are tested before 
they are commercialized.
Pada pendapat saya ‘functional f o o d ’ traditional yang  
telah diproses mempunyai keseimbangan yang  baik (iaitu 
tidak mempuyai kesan panas atau sejuk) kerana makanan 
ini telahpun menja/ani kajian saintifik sebelum dijual 
secara komersial.
1 2 3 4 5 6 7
C: KNOWLEDGE OF FUNCTIONAL FOOD / PENGETAHUAN MENGENAI 
‘FUNCTIONAL FOOD ’
39. I know which type o f functional food to consume. 
Saya tahu jen is  functional fo o d ’ yang  harus diambil. 1 2 3 4 5 6 7
40. I have my own preferred type o f functional food.
Saya mempunyai jen is  functional fo o d ’ yang  menjadi 
keutamaan saya.
1 2 3 4 5 6 7
41. I consult someone before I consume functional food. 
Saya merujuk kepada seseorang sebelum mengambil 
functional fo o d  ’.
1 2 3 4 5 6 7
* Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
42. I know the benefits of functional food through mass media. 
Soya mengetahui mengenai kebaikan ‘functional fo o d ’ 
melalui media mass a.
1 2 3 4 5 6 7
43. I know a lot on different types of functional foods.
Saya tahu banyak perkara mengenai jenis-jenis ‘functional 
food’.
1 2 3 4 5 6 7
44. Experience is an important source of knowledge to 
understand the suitable type o f functional food.
Pengalaman menjadi sumber pengetahuan yang penting 
untuk memahami kesesuaian sesuatu jenis ‘functional food’.
I 2 3 4 5 6 7
45. The price of a functional food product is a good indicator of 
its quality.
Harga sesuatu produk ‘functional food’ merupakan indikator 
yang baik untuk menentukan kualitinya.
1 2 3 4 5 6 7
46. I know where to find information on the functional food that 
I need.
Saya tahu dimana untuk mencari maklumat mengenai 
‘functional food’ yang saya perlukan.
1 2 3 4 5 6 7
47. I get information on traditional functional food from the following sources:
Saya mendapat maklumat mengenai functional fo o d ’ traditional daripada sumber- 
sumber berikut:
a. TV 1 2 3 4 5 6 7
b. Radio 1 2 3 4 5 6 7
c. Friends/Work colleagues/ Kawan-kawan/rakan sekerja 1 2 3 4 5 6 7
d. Oral tradition/ Maklumat lisan yang diwarisi turun- 
temurun
1 2 3 4 5 6 7
e. Family/ Ahli keluarga 1 2 3 4 5 6 7
f. Relatives/ Sanak saudara 1 2 3 4 5 6 7
g. Neighbours/Jiran 1 2 3 4 5 6 7
h. Magazine/ Majalah 1 2 3 4 5 6 7
i. Newspaper/ Suratkhabar 1 2 3 4 5 6 7
j. Health club/ gym/ Kelab kesihatan/gym 1 2 3 4 5 6 7
k. Doctor 1 2 3 4 5 6 7
1. Pharmacist 1 2 3 4 5 6 7
m. Packaging/ Fabel bungkusan 1 2 3 4 5 6 7
n. In-store information / Maklumat dari penjual 1 2 3 4 5 6 7
o. Experience/ Pengalaman 1 2 3 4 5 6 7
p. Salesperson/ Jurujual 1 2 3 4 5 6 7
q. Brochure/ Risalah 1 2 3 4 5 6 7
r. Internet 1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
A gak setuju Sangat
setuju
48. 1 get information on modernized functional food (produced by using modem technology)
from the following sources:
Say a mendapat maklumat mengenai 'functional fo o d ' yang  dimodenkan (yang dihasilkan 
dengan teknologi moden) daripada sumber-sumber berikut:
a. TV 1 2 3 4 5 6 7
b. Radio 1 2 3 4 5 6 7
c. Friends/Work colleagues/ KccA’an-kawan/rakan sekerja 1 2 3 4 5 6 7
d. Oral tradition/ M aklumat l is an yang  diwarisi turun- 
temurun
1 2 3 4 5 6 7
e. Family/ A hli keluarga 1 2 3 4 5 6 7
f. Relatives/ Sanak saudara 1 2 3 4 5 6 7
g- Neighbours/ Jiran 1 2 3 4 5 6 7
h. Magazine/ M ajalah 1 2 3 4 5 6 7
i. Newspaper/ Suratkhabar 1 2 3 4 5 6 7
j- Health club/ gym/ Kelab kesihatan/gym 1 2 3 4 5 6 7
k. Doctor 1 2 3 4 5 6 7
1. Pharmacist 1 2 3 4 5 6 7
m. Packaging/ Label bungkusan 1 2 3 4 5 6 7
n. In-store information / M aklumat dari penjual 1 2 3 4 5 6 7
0 . Experience/ Pengalaman 1 2 3 4 5 6 7
P- Salesperson/ Jurujual 1 2 3 4 5 6 7
q- Brochure/ Risalah 1 2 3 4 5 6 7
r. Internet 1 2 3 4 5 6 7
49. I am aware of other ethnic culturally-based functional food through: 
Say a sedar akan functional fo o d  ’ kaum lain dari:
a. TV 1 2 3 4 5 6 7
b. Radio 1 2 3 4 5 6 7
c. Friends/Work colleagues/ Kawan-kawan/rakan sekerja 1 2 3 4 5 6 7
d. Oral tradition/ M aklumat lisan yang  diwarisi turun- 
temurun
1 2 3 4 5 6 7
e. Family/ Ahli keluarga 1 2 3 4 5 6 7
f. Relatives/ Sanak saudara 1 2 3 4 5 6 7
g- Neighbours/ Jiran 1 2 3 4 5 6 7
h. Magazine/ M ajalah 1 2 3 4 5 6 7
i. Newspaper/ Suratkhabar 1 2 3 4 5 6 7
j- Health club/ gym/ Kelab kesihatan/gym 1 2 3 4 5 6 7
k. Doctor 1 2 3 4 5 6 7
1. Pharmacist 1 2 3 4 5 6 7
m. Packaging/ Label bungkusan 1 2 3 4 5 6 7
n. In-store information / M aklumat dari penjual 1 2 3 4 5 6 7
0 . Experience/ Pengalaman 1 2 3 4 5 6 7
P- Salesperson/ Jurujual 1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak p a sti agree/ Setuju agree/
Sangat 
tidak setu ju
setu ju A g a k  tidak  
setu ju
A g a k  setu ju Sangat
se tu ju
q. Brochure/ Risalah 1 2 3 4 5 6 7
r. Internet 1 2 3 4 5 6 7
D: ATTITUDES TO HEALTH/ PANDANGAN/SIKAP TERHADAPKESIHATAN
50. Living healthily is very important to me.
A m alan  kehidupan siha t adalah  p e n t in g  untuk d iri say  a. 1 2 3 4 5 6 7
51. I’m alert to changes in my health.
Soya  sen tiasa  prih a tin  akan p erubahan  kesihatan d iri soya. 1 2 3 4 5 6 7
52. I think food plays an important role for my personal health. 
P ada  p en d a p a t saya  m akanan m em ainkan  p era n a n  p en tin g  
dalam  kesihatan d iri saya.
1 2 3 4 5 6 7
53. The perceive healthiness o f functional food motivate me to 
consume functional food.
P ersepsi khasihat kesihatan ‘fu n c tio n a l f o o d ’
m em otivasikan saya  untuk m engam bil m akanan ini.
1 2 3 4 5 6 7
54. Functional foods are likely to have a beneficial impact on 
my personal health.
'F unctional f o o d ’ berkem ungkinan m em punya i kesan ya n g  
baik kepada kesihatan saya.
1 2 3 4 5 6 7
55. I'm  aware that there is increasing food-related diseases in 
Malaysia. (E.g. hypertension, diabetes).
Saya  sedar ten tang  pen ingka tan  p en ya k it y a n g  berkaitan  
dengan m akanan d i M alaysia  (cth: darah tinggi, kencing  
manis).
1 2 3 4 5 6 7
56. I think ageing and older consumers are more interested in 
consuming food with functional properties.
Pada pendapat saya pengguna yang sudah berumur dan tua 
lebih berminat untuk mengambil makanan yang mempunyai 
fungsi/khasiat kesihatan.
1 2 3 4 5 6 7
57. I think those who have a history o f health problems in the 
family are likely to consume specific functional food.
Pada pendapat saya, mereka yang mempunyai sejarah 
masalah kesihatan di dalam keluarga adalah lebih cenderung 
untuk mengambil ‘functional food’ yang tertentu.
1 2 3 4 5 6 7
58. Consuming functional foods allow me to take my personal 
health in my own hands.
Pengambilan ‘functional food’ membenarkan saya 
mengurusi kesihatan diri sendiri.
1 2 3 4 5 6 7
59. I feel healthy after consuming food with functional 
properties.
* Functional food =
Makanan yang mempurtyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak seluju
setuju A gak tidak 
setuju
A gak setuju Sangat
setuju
Saya rasa sihat selepas pengambil makan yang mempunyai 
fungsi/ khasiat kesihatan.
1 2 3 4 5 6 7
60. I consume food with functional properties to obtain specific 
benefits.
Saya mengambil makanan yang mempunyai fungsi/khasiat 
kesihatan untuk mendapat faedah tertentu.
1 2 3 4 5 6 7
61. I’m interested to find food that can cure or prevent diseases 
(such as heart disease or diabetes).
Saya berminat untuk mencari makanan yang boleh 
mengubati atau mengelak dari penyakit (seperti jantung atau 
kencing manis).
1 2 3 4 5 6 7
62. I consume food with functional properties to get a desired 
state of health.
Saya mengambil makan yang mempunyai fungsi/khasiat 
kesihatan untuk memperolehi tahap kesihatan yang saya 
inginkan.
1 2 3 4 5 6 7
63. Consuming functional food can reduce rising medical costs. 
Pengambilan ‘functional food’ dapat mengurangkan kos 
perubatan yang semakin meningkat.
1 2 3 4 5 6 7
64. I consume functional food because 1 want to counteract the 
perceived increase in environmental hazards (such as 
pollution, microbes and chemicals in air, water or food).
Saya mengambil ‘functional food’ kerana saya ingin 
mengurangkan kesan negatif keadaan sekeliling (seperti 
pencemaran, mikroorganisma dan juga bahan kimia dalam 
udara, air atau makanan).
1 2 3 4 5 6 7
65. I’m interested in consuming functional food because I'm 
getting older.
Saya berminat mengambil ‘functional food’ kerana saya 
semakin tua.
1 2 3 4 5 6 7
66. I consume functional food because I want to counteract the 
effect of eating foods that have been added with chemicals. 
Saya mengambil ‘functional food’ kerana saya ingin 
mengurangkan kesan daripada makanan yang mengandungi 
bahan kimia tambahan.
1 2 3 4 5 6 7
67. I'm not interested in consuming functional food because I’m 
still young and healthy.
Saya tidak berminat mengambil ‘functional food’ kerana 
saya masih muda dan sihat.
1 2 3 4 5 6 7
* Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak p a sti agree/ Setuju agree/
Sangat 
tidak setuju
setuju A gak tidak  
setuju
A gak setuju Sangat
setuju
E: A T T IT U D E S T O  SO C IA L  ISSU ES/ P A N D A N G A N /S IK A P  T E R H A D A P  IS U -IS U  
SO SIA L
68. My preferences toward functional foods change over time. 
Pem ilihan saya  tehadap ‘functional f o o d ’ berubah mengikut 
peredaran  tnasa. 1 2 3 4 5 6 7
69. I think Western functional food is more effective than local 
functional food.
P ada pen dapa t saya  functional f o o d ’ dari negara bar at 
lebih berkesan dari functional f o o d ’ tempatan.
1 2 3 4 5 6 7
70. I think there is more modernized ethnic cultural-based 
functional food product in the market compared to ten years 
before (e.g ginseng (Chinese), tongkat ali (Malay)).
P ada pen dapa t saya  terdapat banyak produ k functional 
f o o d ’ ya n g  berteraskan sesuatu budaya kaum d i pasaran  
berbanding 10 tahun dulu (cth: ginseng (Cina), tongkat ali 
(Melayu)).
1 2 3 4 5 6 7
71. I think the ways I perceive functional food is different from 
what older generation perceived.
P ada pen dapat saya  p ersep si functional fo o d ' saya  adalah  
berbeza dari generasi tua.
1 2 3 4 5 6 7
72. I think I have more friends from other ethnic groups 
compared to the older generation in my family.
P ada pen dapa t saya  saya  m em punyai ram ai kawan dari 
kaum etnik lain berbanding dengan generasi tua d i dalam  
keluarga saya.
1 2 3 4 5 6 7
73. As far as I know, my parents (or older generation in my 
extended family) think traditional functional food is more 
effective than modernized functional food.
Berdasarkan pengetahuan saya, keluarga (atau saudara- 
tnara generasi tua) berfikiran functional f o o d ’ tradisional 
lebih efektif dari moden.
1 2 3 4 5 6 7
74. I prefer pure traditional functional food.
Saya lebih suka fu n ctional fo o d '  tradisonal ya n g  tulin. 1 2 3 4 5 6 7
75. I prefer modernized traditional functional food (processed 
traditional functional food).
Saya lebih suka functional f o o d ’ traditional ya n g  telah  
diproses dengan menggunakan te h w lo g i moden.
1 2 3 4 5 6 7
76. I prefer modernized functional food (processed, modified, 
fortified or enhanced functional foods).
Saya lebih suka functional fo o d ' yan g  moden (telah  
diproses, diubahsuai ataupun diperkaya).
1 2 3 4 5 6 7
*Functional food =
Makanan yang niempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ T id a k disagree/ T id a k  p a s ti agree/ S e tu ju agree/
S a n g a t  
t id a k  se tu ju
se tu ju A g a k  tid a k  
se tu ju
A g a k  s e tu ju S a n g a t
se tu ju
77. I’m aware of other ethnic groups’ functional food through 
social interaction.
Saya mengatahui mengenai ‘functional food’ kumpulan 
etnik lain melalui interaksi sosial (pergaulan sosial).
1 2 3 4 5 6 7
78. I think traditional functional food is more effective than 
modernized functional food.
Pada pendapat saya ‘functional food’ tradisional adalah lebih 
berkesan daripada ‘functional food’ yang dihasilkan dengan 
menggunakan teknologi moden.
1 2 3 4 5 6 7
79. I think the Malay cultural-based functional food is more 
effective than Chinese or Indian cultural-based functional 
food.
Pada pendapat saya ‘functional food’ tradisional kaum 
Melayu adalah lebih efektif daripada ‘functional food’ 
tradisional kaum Cina atau India.
1 2 3 4 5 6 7
80. I think the Chinese cultural-based functional food is more 
effective than Malay or Indian culturally-based functional 
food.
Pada pendapat saya ‘functional food’ tradisional kaum Cina 
adalah lebih efektif daripada ‘functional food’ tradisional 
kaum Melayu atau India.
1 2 3 4 5 6 7
81. I think the Indian cultural-based functional food is more 
effective than Malay or Chinese cultural-based functional 
food.
Pada pendapat saya ‘functional food’ tradisional kaum India 
adalah lebih efektif daripada ‘functional food’ tradisional 
kaum Cina atau Melayu.
1 2 3 4 5 6 7
82. I share my knowledge of functional food with other persons 
of different ethnic background.
Saya berkongsi pengetahuan mengenai ‘functional food’ 
dengan kenalan dari kaum lain.
1 2 3 4 5 6 7
83. I ask my friends where to find functional food because some 
of them are difficult to find in my town.
Saya bertanya pada kawan-kawan tentang ‘functional food’ 
kerana ada di antaranya sukar diperolehi di bandar saya.
1 2 3 4 5 6 7
84. I was never exposed to any traditional functional food 
knowledge when I was growing up.
Saya tidak pemah didedahkan kepada pengetahuan 
‘functional food’ tradisional semasa membesar.
1 2 3 4 5 6 7
* Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
F: VALUES AND CONSUMPTION/ NILAI-NILAIKEHIDUPANDANPEMAKANAN.
My choice of functional food depends on:
Pilihan ‘functional food’ saya bergantung kepada :
85 . whether I’m violating my basic principle or not (e.g. 
religion)
sama ada saya melanggar pegangan atau prinsip hidup saya 
(cth: agama).
1 2 3 4 5 6 7
86 . the tastes of the food. 
rasa makanan tersebut.
1 2 3 4 5 6 7
87 . how convenient to prepare the food, 
berapa mudah menyediakan makanan tersebut. 1 2 3 4 5 6 7
88 . how easy it is to consume the food, 
betapa mudahnya makanan itu diambil. 1 2 3 4 5 6 7
89 . how much the food costs, 
harga makanan tersebut. 1 2 3 4 5 6 7
9 0 . how much the health benefits the food can give to me. 
sejauh mana khasiat kesihatan yang boleh diperolehi 
daripada makanan tersebut.
1 2 3 4 5 6 7
9 1 . the state of my health, 
keadaan kesihatan saya. 1 2 3 4 5 6 7
9 2 . how much knowledge I have about the food, 
tahap pengetahuan saya terhadap makanan tersebut. 1 2 3 4 5 6 7
9 3 . the availability of the food.
kemudahan untuk mendapat makanan tersebut. 1 2 3 4 5 6 7
9 4 . the eating situation, 
situasi keadaan sekeliling. 1 2 3 4 5 6 7
9 5 . the side effect of the food, 
kesan sampingan makanan tersebut. 1 2 3 4 5 6 7
9 6 . the brand of the food (if it processed), 
jenama makanan tersebut (jika telah diproses). 1 2 3 4 5 6 7
9 7 . I try to balance my value by the benefit I get from functional 
food consumption as long I’m not violating my basic 
principle (e.g. religion).
Saya Cuba mengimbangi nilai hidup saya dengan manfaat 
yang saya perolehi daripada pengambilan ‘functional food’ 
selagi ianya tidak melanggar pegangan (agama)saya.
1 2 3 4 5 6 7
9 8 . I prefer modernized functional food because it is more
^Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
convenient to consume (e.g. capsule or powdered forms). 
Saya lebih suka ‘functional food’ yang moden kerana ia 
lebih mudah untuk diambil (cth: pil kapsul ataupun serbuk).
1 2 3 4 5 6 7
99. 1 am willing to consume other ethnic group’s (Malay/
Chinese/ Indian) functional food.
Saya sanggup mengambil ‘functional food’ dari kumpulan 
etnik yang lain (Melayu/Cina/India).
1 2 3 4 5 6 7
100. O f all the functional food that I’m consuming, I'm 
consuming only pure traditional functional food.
Untuk setiap ‘functional food’ yang saya ambil, saya hanya 
mengambil ‘functional food’ tradisional.
1 2 3 4 5 6 7
101. Of all the functional food that I’m consuming, I’m
consuming only modernized traditional functional food 
(processed traditional functional food).
Untuk setiap ‘functional food’ yang saya ambil, saya hanya 
mengambil ‘functional food’ tradisional yang telah 
dimodenkan.
1 2 3 4 5 6 7
102. O f all the functional food that I’m consuming, I’m 
consuming only modernized functional food (processed, 
modified, fortified, or enhanced functional food).
Untuk setiap ‘functional food’ yang saya ambil, saya hanya 
mengambil ‘functional food’ moden (yang diproses, 
diperkayakan atau yang ditambah khasiat).
1 2 3 4 5 6 7
103. Currently I’m consuming traditional and modernized 
functional foods.
Sekarang ini saya mengambil ‘functional food’ tradisional 
dan juga yang moden.
1 2 3 4 5 6 7
104. Currently I’m not consuming any food with known health 
benefits.
Sekarang ini saya tidak mengambil mana-mana ‘functional 
food’.
1 2 3 4 5 6 7
G: INDIVIDUAL PERSONAL VALUES / NILAIPERIBADIINDIVIDU
105. I consume functional food to support a certain standard of 
living in my life.
Saya mengambil ‘functional food  ’ untuk membantu 
mencapai satu taraf dalam kehidupan.
1 2 3 4 5 6 7
106. The following is a list of personal values that you look for or want out of life. 
Berikut adalah senarai nilai-nilai kehidupan pribadi yang anda inginkan.
a. A comfortable life (i.e., a prosperous life)
Kehidupan yang selesa (seperti: kehidupan yang 1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihalan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
makmur)
b. An exiting life (i.e., a stimulating, active life) 
Kehidupan yang  menyeronokan (seperti: kehidupan 
yang  meransangkan dan aktiß
1 2 3 4 5 6 7
c. A sense o f accomplishment (i.e., a lasting contribution) 
Perasaan berjaya (seperti: sumbangan yang  berkekalan) 1 2 3 4 5 6 7
d. A world at peace (i.e., free o f war and conflict)
Dun ia yang  atnan (seperti: bebas dari peperangan dan 
conflik)
1 2 3 4 5 6 7
e. A world o f beauty (i.e., beauty o f nature)
Dun ia yang indah (seperti: keindahan alam semulajadi) 1 2 3 4 5 6 7
f. Equality (i.e., brotherhood, equal opportunity for all) 
Kesaksama (seperti: kekitaan, peluangyang  sama untuk 
semua)
1 2 3 4 5 6 7
g- Family security (i.e., taking care o f  love one)
Keamanan keluarga (seperti: menjaga orang tersayang) 1 2 3 4 5 6 7
h. Freedom (i.e., independence, free choice) 
Kebebasan (seperti: kebebasan memilih) 1 2 3 4 5 6 7
i. Happiness (i.e., contentedness) 
Kegembiraan (seperti: kepuasaan) 1 2 3 4 5 6 7
j- Inner harmony (i.e., freedom from inner conflict) 
Ketenangan dalam diri (seperti: bebas daripada konflik 
dala?nan)
1 2 3 4 5 6 7
k. Mature love (i.e., sexual and spiritually intimacy) 
Kematangan berkasih-sayang (seperti: hubungan 
seksual dan rohani yang  intim )
1 2 3 4 5 6 7
1. National security (i.e., protection from attack) 
Keselamatan negara (seperti: perlindugan dari 
serangan musuh)
1 2 3 4 5 6 7
m. Pleasure (i.e., an enjoyable, leisurely life)
Rasa ter hi bur (seperti: kehidupan yang  seronok dan 
menyenangkan)
1 2 3 4 5 6 7
n. Salvation (i.e., saved, eternal life)
Diselamatkan (seperti: selamat, hidup berpanjangan) 1 2 3 4 5 6 7
0 . Self-respect (i.e., self-esteem) 
Harga diri (seperti: percaya diri) 1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak p a sti agree/ Setu ju agree/
Sanga t 
tidak setu ju
setu ju A g a k  tidak  
setu ju
A g a k  setu ju Sanga t
setu ju
P- Social recognition (i.e., respect, admiration) 
Pengiktirafan sosial (seperti: rasa hormat dan dikagumi) 1 2 3 4 5 6 7
q- True friendship (i.e., close companionship) 
Persahabatan yang tulus (seperti: keakraban 
persahabatan)
1 2 3 4 5 6 7
r. Wisdom (i.e., a mature understanding o f life)
Kearifan (seperti: berfikiran matang dalam kehidupan) 1 2 3 4 5 6 7
s. Ambitious (i.e., hard working, aspiring) 
Bercita-cita (seperti: berkerja kuat, beraspirasi) 1 2 3 4 5 6 7
t. Broad-minded (i.e., open minded) 
Berfikiran luas (seperti: berfikiran terbuka) 1 2 3 4 5 6 7
u. Capable/Capability (i.e., com peten t, effective) 
Kebolehan (seperti: cekap, efektif) 1 2 3 4 5 6 7
V . Cheerful (i.e., light-hearted, joyful)
Keriangan (seperti: senang hati, riang, gembira) 1 2 3 4 5 6 7
w. Clean (i.e., neat, tidy)
Bersih (seperti: terurus, kemas) 1 2 3 4 5 6 7
X . Courageous (i.e., standing up for your beliefs) 
Berani (seperti: teguh pada kepercayaan sendiri) 1 2 3 4 5 6 7
y- Forgiving (i.e., willing to pardon others)
Pem aaf (seperti: sanggup memaafkan kesilapan orang 
lain)
1 2 3 4 5 6 7
z. Helpful (i.e., working for welfare o f others)
Suka menolong (seperti: bekerja untuk kebajikan orang 
lain)
1 2 3 4 5 6 7
aa. Honest (i.e., sincere, truthful) 
Jujur (seperti: ikhlas, tulus) 1 2 3 4 5 6 7
bb. Imaginative (i.e., daring, creative)
Im aginatif (sperti: suka m encuba, kreatif) 1 2 3 4 5 6 7
cc. Independent (i.e., self-reliant, self-sufficient) 
Berdikari (seperti: berkemampuan, percaya pada diri 
sendiri)
1 2 3 4 5 6 7
dd. Intellectual (i.e., intelligent, reflective) 
Berintelek (seperti: bijak, reflektif) 1 2 3 4 5 6 7
ee. Logical (i.e., consistent, rational)
Lojik (seperti: berpendirian tetap, rasional) 1 2 3 4 5 6 7
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
ff. Loving (i.e., affectionate, tender)
Penyayang (seperti: penuh kasih saying, lemah lembut) 1 2 3 4 5 6 7
gg. Obedient (i.e., dutiful, respectful)
Patuh (seperti: menjalankan kewajipan, rasa honnat) 1 2 3 4 5 6 7
hh. Polite (i.e., courteous, well-mannered)
Bersantun (seperti: berbudi bahasa, berhemah) 1 2 3 4 5 6 7
ii. Responsible (i.e., dependable, reliable)
Bertanggungjawab (seperti: boleh diharap dan 
dipercayai)
1 2 3 4 5 6 7
jj. Self-controlled (i.e., restrained, self-disciplined) 
Pengawalan diri (seperti: disiplin diri) 1 2 3 4 5 6 7
107. For me personal values (values listed in Q97) are more 
influential than my ethnic culturally-based values (traditional 
values) in functional food consumption.
Bagi soya nilai-nilai peribadi (nilai-nilai yang  tersenarai 
didalam soalan 95) adalah lebih penting daripada nilai-nilai 
budaya kaum soya dalam pengambilan [functional food.
1 2 3 4 5 6 7
H: INDIVIDUAL BEHAVIOUR AND ATTITUDE TOW ARD IFUNCTION AL FOOD. /
GELAGATDAN TABIATINDIVIDU TERHADAP FUNCTIONAL FOOD\
108. I believe in the effectiveness o f functional foods. 
Say a per cay a akan keberkesanan 'functional fo o d  ’. 1 2 3 4 5 6 7
109. If 1 couldn't get functional food I would be very upset 
Jika say a tidak mengambil functional fo o d ' say a akan 
merasa sedih.
1 2 3 4 5 6 7
110. I trust functional food.
Say a per  cay a kepada functional fo o d  ’. 1 2 3 4 5 6 7
111. I rely on functional food.
Say a bergantun g  kepada functional fo o d  ’. 1 2 3 4 5 6 7
112. I have a high regard for (opinion of) functional food. 
Say a memandang tinggi kepada functional fo o d  ’. 1 2 4 5 6 7
113. Using functional food makes me feel secure (safe).
Say a rasa selarnat selepas mengambil functional f o o d ’. 1 2 3 4 5 6 7
114. I know functional food works.
Soya tahu bahawa functional fo o d  ’ berkesan. 1 2 3 4 5 6 7
115. Everyone should consume functional food. 
Semua orang patut mengambil functional f o o d ’. 1 2 3 4 5 6 7
116. 1 frequently consume functional food.
* Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
1 2 3 4 5 6
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju A gak tidak 
setuju
A gak setuju Sangat
setuju
Saya selalu mengambil 'functionalfood ' 1 2 3 4 5 6 7
117. I regularly purchase functional food. 
Saya biasa membeli functional fo o d ’. 1 2 3 4 5 6 7
118. I recommend functional food to others.
Saya mengsyorkan functional fo o d  ’ kepada orang lain. 1 2 3 4 5 6 7
119. When preparing food I always include functional food in the 
recipe (e.g. certain herbs or spices).
Apabila menyediakan makanan saya selalu cuba 1 2 3 4 5 6 7
mengunakan functional fo o d ' dal am resepi saya (cth. herba 
atau rempah tertentu).
I: DEMOGRAPHIC PROFILE’S / PROFIL DEMOGRAFIK
Please answer by placing a tick (V )  at the appropriate box. / Sila jawab dengan menanda 
(si) dal am kotak yang berkenaan.
120. Gender: 
Jantina:
M ale Female
Lelaki Perempuan
121. To which age group do you belong? 
Apakah kumpulan umur anda?
1 8 - 2 4  years! tahun 
25 -  29 yeavs/tahun 
3 0 - 3 4  yearsItahun 
35 — 39 years/tahun 
40 -  44 years Itahun 
4 5 - 4 9  years/tahun 
5 0 - 5 4  yeavs/tahun 
55 - 6 0  years!tahun 
Above 61 years 160 tahun ke at as
122. Marital status:
Tarafperkalm inan:
Single/ Bujang 
M arried/ Berkahwin 
W idow/divorced/ Balu/bercerai
123. W hat is your highest qualification level?
Apakah ta ra f pencapaian akdemik tertinggi 
anda?
SPM
STPM /Diploma/M atrices
Degree
M asters
PhD
Other (please specify):
124. Please state your monthly income level. 
Sila nyatakan pendapatan bulanan anda.
Below $1000.00 
$1000.00 -$1999.99 
$2000.00 - $2999.99 
$3000.00 - $3999.99 
$4000.00 - $4999.99 
Above $5000.00
125. Please state your ethnicity.
Sila nyatakan kumpulan ethnic anda.
M alay
Chinese
Indian
126. Please state your religion. Islam
*Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
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Strongly Disagree/ Slightly Undecided/ Slightly Agree/ Strongly
disagree/ Tidak disagree/ Tidak pasti agree/ Setuju agree/
Sangat 
tidak setuju
setuju Agak tidak 
setuju
Agak setuju Sangat
setuju
Si la nyatakan again a anda. Buddha
Tao
Christian
Hindu
Non-believer
Other (please specify):
J: STRENGTH OF ETHNIC IDENTIFICATION / KEKUATANIDENTITIETHNIK
127. I still strongly identify myself with the above stated 
ethnicity.
Identiti bangsa soya (yang dinyatakan di atas) masih kuat di 
dalam diri soya.
1 2 3 4 5 6 7
128. I always speak my ethnic language at home.
Saya selalu bertutur dalam bahasa ibunda saya di rumah. 1 2 3 4 5 6 7
129. I speak my ethnic language fluently.
Saya fasih bertutur bahasa kaum etnik saya. 1 2 3 4 5 6 7
130. Most of my friends are from my own ethnic group.
Kebanyakan kawan-kawan saya adalah daripada kaum 
etnik saya.
1 2 3 4 5 6 7
131. I always prefer to socialize with my own ethnic group. 
Saya lebih suka bergaul dengan kaum etnik saya. 1 2 3 4 5 6 7
132. I follow the religion of my ethnic group. 
Saya menganuti agama kaum etnik saya. 1 2 3 4 5 6 7
133. I must marry with people of my own tribe, social group, or 
community.
Saya mesti berkahwin seseorang dari puak, kumpulan sosial 
atau dari komuniti saya sendiri.
1 2 3 4 5 6 7
134. I always prefer my ethnic group’s food rather than any 
other.
Saya lebih gemar makanan kaum etnik saya daripada yang  
lain.
1 2 3 4 5 6 7
135. I always celebrate my ethnic group’s festivals.
Saya selalu menyambut perayaan kaum etnik saya. 1 2 3 4 5 6 7
Thank you for taking the time to complete this survey! 
Terima kasih untuk masa yang diluangkan!
* Functional food =
Makanan yang mempunyai fungsi/khasiat kesihatan
